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MINED AND CUT IN SIAM > 


A—Lady’s: 10K natural gold ring set with 242 carat ice zircon : 
B—Man’s 10K natural gold ring set with 14 carat genuine zircon . . . 
C--Man‘s massive. modern 10K natural gold ring set with 2” carat genuine 


1% carat genuine zircon . . 
F—Lady's 10K natural gold ring set with % carat genuine zirt 
and 2 genuine diamonds .. . 


| MANUFACTURI IG JEWELERS « - Providence, R. 

















KON-ITE WATCH STRAP 


KON-ATE waicn staap 


KON-ITE Watch STRAP 


KON-ITE WAICH StRaP 


The Kon-ite line offers every desirable feature in leather 
watch straps. The new Kon-ite STYLE BOOK, describing 


these features, is now ready for distribution. Watch for 
your copy. 


A. SAUER & COMPANY 


439 Race Street Cincinnati, Ohio 
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Once there was an exclusive 
jeweler we will call Anthony 
Hyde—and this is a true story, 


so help us. 7 

A town election would have 
voted Anthony Hyde its most 
outstanding jeweler. A popular 
convention would certainly have 
acclaimed him its most exclusive, 
by unanimous consent, with the 
plain Folks in the gallery holler- 
ing loudest. 

For it was a general impression among 
plain Folks that Anthony Hyde did not 
fling his arms very wide to welcome any 
customer whose wad would not choke a 
quite tall giraffe. 

Naturally, because Anthony Hyde was 
so exclusive, he had only sterling and the 
most expensive plate in his silverware 
department. 

And naturally there were hardly 
enough Best People in town to clamor 
for this in numbers which would make a 
riot squad necessary or even an armored 
truck to take deposits to the bank. 

This sometimes pained Anthony Hyde 
no little—since he wished to be not only 
exclusive, but also moneyed. 

But one day Anthony Hyde became 
especially lonesome, so he let a Wm. 
Rogers & Son salesman come in and talk 
—which was unusual indeed, because 
Wm. Rogers & Son is not the most ex- 
pensive silverplate. 

This salesman came in with the special 
Wm. Rogers & Son offer of four salad 
forks to retail at $1, or half-price, to help 
introduce the new “Exquisite” pattern. 


a salad fork 


And the way these salad forks were al- 
ready selling, the salesman pointed out, 
was such as to bring joy not only to silver 
merchants, but probably to purveyors of 
salad ingredients likewise. 

Furthermore, the salesman said, some 
Wm. Rogers & Son silverplate would help 
Anthony Hyde reach the 75 per cent of the 
silver market which he was missing with his 
higher-priced wares. 

And presently Anthony Hyde found 
he had ordered quite a supply of these 
salad-fork specials and also a number of 
62-piece sets in the “Exquisite” pattern 
—not because they were exclusive, for 
they were not, but because they seemed 
to be such a good buy. 

And they were indeed. 

For with a small amount of smart promo- 
tion, Anthony Hyde sold so many salad 
forks that he figured the whole populace must 
be eating salads three times a day. And, in 





addition, he sold twelve 62-piece sets in three 
weeks, which represented more flatware 
money than he had seen in a good many 
months. And that, by any known method 
of figuring, was riding to town in no 
small way. 

Right then and there, Anthony Hyde 
ceased to be so exclusive. 

Folks’ money looked every bit as cozy 
in a bank book as Best People’s, he dis- 
covered, and in the mass there was a lot 
more of it. 

So Anthony Hyde is now stocking and 
selling silverware both for Best People 
and for Folks. 


And he is so enthused over the results 
that he wrote and told us. 

Not being so exclusive now means a 
lot more customers and a lot more sales 
for Anthony Hyde... 


AND FOR You! 


EXTRA!...SALAD-FORK OFFER CONTINUED! 


So many jewelers have written in, saying “Keep 
it up; it’s going great!”—that we’re continuing 
the Wm. Rogers & Son Salad-Fork Special in the 
“Exquisite” pattern through September 30th. 

And we’re also oftering a Serving Spoon 
Summer Special in the 1847 Rogers Bros. 
“Adoration” and “First Love” patterns. Regu- 


larly this spoon retails for $2. But we're offer- 
ing it at $1 until September 30th only—and 
advertising it on our summer radio program. 
Be sure to get the details on both Specials 
from our salesman—or your wholesaler’s— 
without delay. 
They’re money in the bank! 





INTERNATIONAL STERLING 





INTERNATIONAL SILVER COMPANY 


Meriden, Conn. 


1847 ROGERS BROS. 
WM. ROGERS & SON 


Listen in Sundays to the Silver Theater summer show, “Fun in Print”—6 P_M., E.D..; 
5 P.M., E.S.T.; 4 P.M., C.S.T.; Columbia Network. 


HOLMES & EDWARDS INLAID 
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LOOK TO THESE TRADE MARKS FOR 
HIGH — —STYLE-FINE WORKMANSHIP 





| TRADE DE MARRS, 


STAR WATCH CASE COMPANY. 


LUDINGTON, MICHIGAN 
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F BAKER ALL PL OSE 
TLLUSION*® Sit mae 


Baker Illusion Settings are no longer confined to 
i rings. The introduction of this new All-Purpose 
| series makes it available for any kind of diamond- 

set jewelry. The ability of allour Illusion Settings = 
to make diamonds appear larger than they really = “a 
are is due to a design which causes the facets of = S 
the stone to blend with the bright metal of the — 
setting in such a way that there is no sharply — 
defined line between them. Amon; 



















th great effect are: 





SEE OUR 
EXHIBIT IN THE 
HALL OF INDUSTRY 
AND METALS, WORLD'S 
FAIR OF 1940 IN 
NEW YORK 











15—18 POINTS 10—12 6—8 








onexT Raa mam bt: 66) aan Dac Tan moa the bf tet fife tt) At 
5%, BASE 5X, 5%, 5%, 43% 45% 4aM% 4% 33% 33% 3% 1% 
6880 6881 6884 
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€5 YEARS| 


of Selective Merchandising 


* Now Presenting... 
NEW FALL MERCHANDISE 


Representing All Established American Manufacturers 


% New ELGINS; new WALTHAM-PREMIERS; new HAMILTONS (Ball R. R. Time 


Service); new GARLAND DIAMOND RINGS and JEWELRY; new SHAVEMASTERS; 
new RONSONS; new TOASTMASTERS, new standard products of the following 
other well-known factories—International Silver Co . Oneida Ltd. . . . Westclox 
... Seth Thomas... R. F. Simmons Co... . Katz & Ogush ... Telecron . . . Hadley 
Co. ... Webster Co. ... Manning & Bowman . 


. . Landers, Frary & Clark . . . Rogers 
Lunt & Bowlen . . . Le Stage Mfg. Co. .. .S. O. Bigney Co 


. R. L. Griffith & Son 
Co. ... Marathon Co... . Louis Stern Co... . J. J. White Mfg. Co. . 
& Co. ... Evans Case Co. . 


. Ostby & Barton Co. ... Wm. C. Greene Co. . 
Walter E. Hayward Co. . 


. . Whiting & Davis Co. .. . Wadsworth Watch Case Co. 

. Keystone Watch Case Co. . .. Wilson Leather Goods Co. . . . Harvey & Otis Co. 

. Kestenman Bros. Mfg. Co. . A. Micallef Co. . . . Plainville Stock Co. .. 
ley & Gowen Co. .:: 


. Ross Jewelry Co. . ». J. F. Sturdy’s Sons Co. 
Corp. ...H. F. Barrows Co.... 


. . . Speidel 
Swank Products Co. ...J. M. Fisher Co... . Finberg 

Mfg. Co. .. . Forstner Chain Co. ... General Chain Co. . . . Shiman Mfg. Co . 
Pitman & Keeler Co. ...D. F. Briggs Co. .. . Samsan Co... . Star Ring Mfg. Co. 


@@@4. THE BALL COMPANY 


58 E. Washington St. 


. Shiman Bros. 


. Rip- 


Chicago, Ill. 








Let the 75th Anniversary Ball Blue Book be your guide to increased 


holiday sales. It contains merchandise to cover all your needs. If 
you have not received your copy, send for one today 





OUR 75th ANNIVERSARY CATALOG 
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FABRIKANT BROS. 


Wishes to extend their Sincere Thanks to their many 
friends who visited their establishment while attending the 


A.N.R.J.A. and N.A.C.J. Convention in New York City. 


"There is hardly any- 
thing in the world that 
some man cannot make 





$150.00 Each 
Net—No Discount 


This new and popular 2)!- 
jewel, square shaped 
watch is supplied with I! 
round and 8 baguette dia- 
monds, set in a 10% iridi- 
um platinum case with 
white, black, blue or 
green Dials. Colored 
dials $500 additional 


worse and sell a little 
cheaper and the peo- 
ple who consider price 
, only are this man's law- 
We conduct auction and 
flat sales and furnish you 

with salable merchandise. $150.00 EACH 
NET—NO DISCOUNT 


10% iridium platinum with diamond studded 
dial of baquettes and round stones. 


ful prey." 





e will send you on These watches are fitted with famous 
Nationaily Advertised movements 


memorandum anything in MONEY-BACK GUARANTEE 


the Jewelry line. (5 Days From Date of Delivery) 


Why let surplus, inactive stocks retard the progress of your business? We 
give you spot cash for these stocks and estates and thereby enable you to 
buy traffic-producing, profit-making merchandise. Plenty of cash on hand 
to buy any estate regardless of size. 


Diamonds and Watches Are Our Specialty 


If you require a small or large diamond, regardless of shape or color, we 





can fill your order, and will be glad to send it to you on approval. 
$185.00 EACH 
44 ° ° ° i 4/1 NET—NO DISCOUNT 
Quick action is our motto 10% iridium platinum. 


Diamond studded wrist 
watch with full wrist 


When in New York make our offices your headquarters. pe 


FABRIKANT BRos., INC. 


PARAMOUNT DIAMOND CENTER 


66 Bowery at Canal St. New York, N. Y. 
LOUIS SHAFKIN 


Southern Representative 
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| “Build Good-will with Bristol Rings” 








Engraved Wedding Rings 
B 
BRISTOL 
























lil | “fe ” | 
| Supertor Craftsmanship | 
Hi HII 
Hi 

) F[ighest Quattty / 
Wit Cw HHH 
| | 
Hi LOW PRICES i 
Hi = il 
Hi ' fit Pen Me 11) 
He » Hill 
Hit As wedding ring specialists 
Hit for many years we have been , . 

Hi creating rings that guarantee A Fine Selection 

Hil customer satisfaction . . . be- of 

Ht cause Bristol offers a style to 

I suit every taste at the lowest DIAMOND 

Hill possible price . . . and an un- ss : 

HHI usually large variety to choose Wedding Bands WHI 
Hi from... iol WII 
Hl LOVE RINGS WEDDING RING Hl 
Hil MEN’S WEDDING RINGS MOUNTINGS 

HH BRIDE-GROOM t/h 

Hil ENSEMBLES Ra oe . SOLD THRU WHOLESALERS 

HI in PLATINUM and GOLD Nae al 

Hil Ask your wholesaler to show 


HH you the latest Bristol Crea- 
| Hil tions. Don’t delay! Order BRIST 
Ht | now | m 


Main Office and Factory 
71 NASSAU STREET, NEW YORK CITY | 





























“Bristol Rings the Ltandard of the Trade” =| 
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is WHITER 


‘Ahodigold 


WHITE JN 








TONE 


RINGS 4, GOODMAN 


WITH PERMANENTLY WHITE 


RHODIGOLD 


DIAMOND PLATES ON 14K 
YELLOW GOLD MOUNTINGS 


There’s nothing mysterious about this sensational new success in 
mountings. It's simply that Goodman found a way of giving you, 


. the jeweler, mountings with a diamond plate that’s permanently, 
Exclusive MOUNTINGS more brilliantly WHITE . . . all of which enhances the beauty and 


by 
Clete DVN 


AND COMPANY 
Makers of Quality Jewelry Since 1903 





“look-of-size’’ of your diamonds. Thus, these Two-tone Rhodigold 
mountings make the use of smaller stones an asset ... not a 
handicap. And... add to that advantage the natural advant- 
ages of superior Goodman styling . . . styling that makes sales 
come easier. ..and you have the reason why every day more 
and more jewelers are calling for exclusive Rhodigold mountings 
by Goodman. But don’t just take our word for it... see for 
yourself. Call for our representative to show you the line. 





INDIANAPOLIS. INDIANA 
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... THESE MARKS 
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--- point them out with 


[ QUALITY 
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OS STAMP 











pride to your customers 


Ces Tue? WWALITY MERCHANDISE 


This is one quick and sure way to determine standard quality . . . whether it’s 
waldemars, key chains or watch attachments. You can depend upon Forstner 
quality because the merchandise is always clearly stamped in conformity with 
the designations of the Commercial Standard CS47.34. Ask your wholesaler to 
show you the complete line of Forstner jewelry products — merchandise of 
quality that upholds the reputation of your jewelry store. 


We will gladly refer you to the manufacturers franchised 
to use our 14K gold and platinum snake chain. 


WHEN IT COMES TO SNAKE CHAINS ...I7T°S FORSTNER, OF COURSE! 


Distributed through wholesalers .. FORSTNER CHAIN CORPORATION, Irvington, New Jersey, U. S. A. 
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WORLD FAMOUS 
DRESS DESIGNERS 
INSPIRED BY 
COMMUNITY PLATE 
PATTERNS 


“LADY HAMILTON’’* 
GOWN BY LELONG 


ye) 1313 
* GOWN BY SCHIAPARELLI# 


“CORONATION”’* 
GOWN BY BALENCIAGA 


fiz “MILADY““* 
ft GOWN BY MOLYNEUX 
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VIVID, COLORFUL ADVERTISING 


Month .. . after Month . . . after Month 
in the 10 Magazines Women read most 
SATURDAY EVENING POST _ BETTER HOMES & GARDENS 
COSMOPOLITAN MADEMOISELLE 


VOGUE PICTURE PLAY 
PATTERNS SELL SILVERWARE... AND GOOD HOUSEKEEPING HOUSE & GARDEN 


THESE ADVERTISEMENTS SELL PATTERNS LADIES’ HOME JOURNAL THE BRIDE'S MAGAZINE 


COMMUNITY PLATE 
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“FLASH” 


and 
“REFLECTING” 
NEW STYLE 


SETTINGS 


66 99 
F L A S H setting—series No. 145—sizes 1/16, 1/8, 3/16, 1/4, 3/8, 1/2 
5/8, 3/4, 1 karats. 
FLASHING circle and prong setting, all in ONE PIECE, from drawn 
stock—guaranteed completely solderless. 
FLASHING circle lower in height than corner prongs and also bev- 


elled down. 


Straight tapered sides pierced same all around with plenty of light underneath the 
stone. Extra generous over-all dimensions. 


7 REFLE CTI N G "cae (series No. 143) sizes 1/16, 1/8, 3/16, 1/4, 


3/8, 1/2, 5/8, 3/4, 1 karats. 

Inside corner bearings extend around almost full circumference of stone. They are 
also of unusual width and depth, thus permitting a wide variety of setting styles; includ- 
ing the “flat top with bright cut bevelled edge” type so popular today. 

Facing cross bar is bevelled and faceted upward and inward to throw more light 
under the stone, hence increasing the refraction of light rays and adding more brilliancy to 
the diamond. 

Side cross bar is flush with the surface, making it easy for a secure and neat joint in 
attaching shanks. 


&e 99 
STURDY setting (series No. 140) sizes 1/16, 1/8, 3/16, 1/4, 3/8, 
1/2, 5/8, 3/4, 1, 1-1/4, 1-1/2 karats. 
An unusually sturdy setting with extra deep and wide inside corner bearings permit- 
ting a wide variety of setting styles and security to the diamond. Gracefully curved and 
tapered sides. . 


SERIES No. 144 (same as No. 143) with smooth sides and square corners. 
SERIES No. 139 (same as No. 140) with smooth sides and square corners. 


Available in all colors and karats of 
GOLD, PALLADIUM, AND 10% IRIDIO-PLATINUM 


To Manufacturing and Wholesale Trade Only 


KARLAN & BLEICHER, INC. 


Makers of “Perfect” Ring Findings 


188 WEST 4TH STREET, NEW YORK CITY 








oy 





oo ee 
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TRADE MARK REG. U.S. PAT. OFF. 


Quality Jewelry for Little Folks 
® 


Brightest Star 
in the 


Childrens Jewelry 
Field 


* 


k 





| 
| 
f | 
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Sold Through The Wholesale Jeweler 
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The jeweler — the 
man who figures in 
every Kreisler sale! 


The door to expanding Kreisler sales is opened two ways: On one side, the 
pulling power of the merchandise —on the other, the push behind the 
dealer's efforts . . . Kreisler quality watch bands and jewelry accessories are 
superbly styled and packaged expressly to attract sales for you. And Kreisler’s 
policy of selling directly, exclusively to dealers—and of providing an 


extra plus on your mark-up— warrants that extra push in your sales effort. 


JACQUES KREISLER MPG. CORP. 


Neon ¥ 8 = ee eC ee) N E W ; in | 


Watch Bands, badtes’ and Gentlemens ewelr ry Scecessortes 
4 


COPYRIGHT 1940 J. KREISLER MFG. CORP. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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KN80 — $6.00 Bs P45 — $8.50 


LADIES) & GENTLEMEN?S JEWELRY 


1266 — $7.50 319A — $7.50 


STYLED 8 Y TEEQUES PETS Le 


M177-52 — $2.00 T21 — $11.00 
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1940 GOLD CUP CHAMPIONSHIP 


£ ganas~ 





Distinguished Tnce 174 





Jules Jurgensen Chronograph Watches, 
Trustworthy Companion of Champions 











When swift seconds are precious, and precision essential—a Jules 
Jurgensen Chronograph wrist watch is the ‘“‘ne plus ultra” for all 
time. For two centuries, the discriminating preference of men and 
women who set a pace in good taste—Jules Jurgensen watches 
now as ever, create the highest standard for accuracy worth 
acclaiming ... for modern beauty that will long live on. You will 
delight in seeing many models of Jules Jurgensen watches— 
including the champion-chosen Chronograph wrist watch—at 


your local jewelers. Priced $50 to $5000. 


14 kt., 17 jewel, solid gold 
Jules "Jurgensen Chrono- 
graph Wrist Watch to be 
awarded the winner of the 
1940 ae, Cup Cham- 





JULES JURGENSEN GORP,... ROCKEFELLER CENTER... N. 
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CO-STAR LEADING LADY 
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HERE’S HOW TO “DECODE” THE “SYMBOL OF LOVE” DESIGN. THE INTERNATIONAL RADIO AND TELEGRAPH 
CODE SPELLS OUT THE MESSAGE. FORGET-ME-NOTS FOR DOTS AND RAISED GOLD BARS FOR DASHES 


See @m™e ee ewww 06 06 0 e=- 0 © 0 == 
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= telegrams and telephone calls are 
flooding in from all points North, South, 
East and West, ordering and re-ordering 
the hit-design of the season...the ‘“‘Symbol 
of Love”’ ring! This exclusive wedding ring 
has what it takes to sell—quality! an idea! 
beauty! distinction! value! Refer to the 
box at the right for details of this impor- 
tant design scoop by Wood! 

Give your business a boost by giving this 
smart ring a boost in your advertising and 
display*. The new best-seller is available to 
100% retail jewelers subject to prior ter- 
ritorial commitments. Write for details. 


*Mats and display material free on request. 








THE NEW Symbol of Love’ rinc 


*Exquisitely carved in gold with 
Forget-Me-Nots for dots and raised 
gold bars for dashes. Available in 3 
popular widths, all popularly priced. 
Beautiful matching Diamond En- 
gagement Ring available. Also wed- 
ding rings with Diamond Baguettes 
replacing gold bars for dashes. 


WARNING: The “‘Symbol of Love’’ 
Nene, ring is protected by Des. Pat. 118,031 
and 93456. Infringers will be prose- 
cuted to the full extent of the law. 
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and so is the new 


1941 J. R. WOOD CATALOG 






The new 1941 J. R. Wood catalog 
is just off the press. You will be 
interested in the wealth of distin- 
guished and appealing ring designs 
available. Every design character- 
ized by high saleability, every price 
representing a sound value that will 
reflect to your own credit! 
From the fine gold and platinum to 
the finished ring—step by step—every 
operation is completed in the modern 
J. R. Wood plant. 
Jewelers everywhere are invited to 
write for their copy of the new 1941 
J. R. Wood catalog which will be sent 
free of charge subject to prior commit- 
ment in your city or locality! 





J.R.WOOD & SONS, INC. 


Makers of Fine Rings for 90 Years $ 
216 EAST 45th STREET, NEW YORK, N. Y. wooD 


e., . e RK 
Member of Gemological Institute of America aaa 


Our diamond department maintains a Certified Gemologist for service to the trade 
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She makers of ae . : 
A Sz. : . American Beauly Denssied Ring 


PRESENT A NEW SERIES OF 


BIRTHSTONE 
RINGS 





New design distinction adds increased sales appeal to these 
perenially popular favorites. American Beauty Birthstone Rings 


are made by the same skilled craftsmen who make American : 
American Beauty Birth- 


Beauty Diamond Rings. They share the high prestige and — American | cppilad doe 
consumer acceptance that have made American Beauty vant aati variety 
° ° ° f ily attract 
Diamond Rings outstanding sales leaders everywhere. hig eee 





Ri sgn | | 
UNTERMEYER, ROBBINS & COMPANY | 
MANUFACTURERS OF eSmevecan Beauly Diamond Rings bel 






Factory and Executive Offices *136 West 52nd Streets New Yor : . 
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WARNING 


TO THE TRADE 








by the makers of 


American Beauly Rings 


The trade mark “American Beauty,” is the sole prop- 
erty of Untermeyer, Robbins & Company, manufac- 
turers of better quality rings since 1865, and has been 
consistently advertised and promoted to the trade and 
consumers alike, at considerable expense, for over 25 
years. Use of the mark “American Beauty” by any 
other manufacturer, wholesaler or retailer, on finger 
rings and related jewelry lines not manufactured by 
Untermeyer, Robbins is unauthorized and a misrep- 
resentation. Such infringements on the rights of 
Untermeyer, Robbins and Company will be prosecuted 


to the fullest extent of the law. 


“UNTERMEYER, ROBBINS & COM 
“MANUFACTURERS OF eCmertcan Beauty Gita 


Factory and Executive Offices *136 West 52nd Stree 
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LESTAGE MFG. co. EST. 1916 NEW YORK @ 9 MAIDEN LANE, ROSS DONALDSON 


CHICAGO e@ 29 £. MADISON, ALLEN B. PINERO 
NORTH ATTLEBORO, MASSACHUSETTS SAN FRANCISCO @ 57 POST ST.. MAX J. NEWMAN 
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NUMBERS SHOWN 


Beautiful 10K diamond set cross 
and chain, suggested retail price 
$12.75 * %* %* Fine zircon set 
10K pendant in 3 colored gold, 
suggested retail price $19.00 
* * * Unusual hand engine 
turned 10K locket and chain, 
suggested retail price $13.50 
* %#* %* Graceful ladies flower 
set diamond and onyx ring in 
10K gold, suggested retail price 
$14.75 %* %* * Men’s 10K 
Tiger Eye ring, suggested retail 
price $18.75 * %* * Ladies 
fine genuine cameo set ring in 
10K gold, suggested retail price 
$9.85 %* * * all jewelry in 
fine velvet gift boxes—illustra- 
tions are actual size. 























THE JEWELERS’ CIRCULAR-KEYSTONE 








C- tyle conscious Americans are enthusiastic over rings 
and jewelry in precious gold, both as personal possessions 
and prized gifts. 

Enterprising jobbers and dealers tap this profitable market, 
converting demand into sales by carrying, displaying and 


.selling the goods of “Shiman of Newark.” 


For we offer you advantages of an all gold-line, immense 
variety, smart styling, attractive boxing, at a price your 
customer can pay—all the elements that make for satisfied 
customers. 


Made in Newark, the fine-jewelry center, and sold through 
wholesalers to all America. 





5 MO aA gs a ama sa ocemaae 



































Since 1905 


SHIMAN MANUFACTURING COMPANY INC., 113 MONROE ST., NEWARK.N.]J 


NEW YORK SALES OFFICE: 15 MAIDEN LANE 
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TANYA — $52.50 
14K gold 


SARA — $55 } LAURA — $55 


14K gold 





Above are nine beautiful 
watches in Hamilton’s new 
women’s Grade 721. At the 
right, Grade 911, are six 
more candidates certain to 
win great favor. Every one 
of these fifteen watches is 
style-right and up-to-the- 
minute. Every one is grace- 
fully designed, exquisitely 
feminine. And this year, 
thanks to the new-Grade 
721, you can show smaller, 
more beautiful Hamiltons 
than were ever before. avail- 
able from $40 and up. 





FOR YOUR OWN GOOD, 
SUPPORT 
THE JEWELRY INDUSTRY 
PUBLICITY BOARD 

















DORIS — $45 BF | GEORGIA — $47.50 ARLENE — $42.50 


14K gold-filled 14K gold-filled 10K gold-filled 


a 


RITA — $45 OLIVIA — $40 MIRIAM — $40 
14K gold-filled ) 10K gold-filled }| 10K gold-filled 


JANET — $65 DAPHNE — $52.50 
14K gold 14K gold-filled 





LINDA—$55 | W JOYCE — $52.50 4 VENITA — $60 
14K gold 14K gold-filled 14K gold 


HAMILTON 


De Walch of Raulroul Aeou acy 
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GIVING YOU...24 HANDSOME NEW CANDIDATES WITH 
EVERYTHING IT TAKES TO WIN FINE WATCH SALES! 


EVER in the 48 years of Hamilton history have you been 
N offered such a landslide of watch values, Here in one 
complete line is every style, every price group you need to 
sell fine watches. 

There are many new and important features, built around 
the three essentials which justify Hamilton’s reputation as 
America’s fine watch: accuracy, style, high consumer appeal. 

These factors, together with Hamilton’s continuous and 
intensive advertising-merchandising efforts, provide ever 
growing profit opportunities for retail jewelers who are con- 
ain scious of the public’s demand for quality. 





You can concentrate on this quality line, confident the 
Hamiltons you sell will make satisfied customers for your 
store. You can sell Hamilton Watches knowing that your 
profits will be protected by the famous Hamilton Zone Plan. 
Hamilton Watch Company, Lancaster, Pennsylvania. 


















































Fits se 
PAIGE — $55 
14K gold-filled 





14K gold 


- 7, A 
20. o> a: Z af 
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MIDAS — $100 


EDEN 4" (ELE,  £ 
RUSSELL — $40 ENDICOTT — $40 EMERSON — $45 VINCENT — $45 
10K gold-filled * 10K gold-filled 10K gold-filled 


10K gold-filled 
= 


SENTINEL— Hamilton’s new sweep 
second strap watch with exclusive 
second-setting feature. A “‘natu- 
ral’’ to sell to doctors, radio tech- 
nicians, laboratory and research 
engineers and others requiring 
split-minute performance. 17 
jewels. Grade 987S. 10K nat- 
ural gold-filled with dial shown 

ak rae aaa ere 
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SS 
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AVAILABLE 
OCT. 1940 











You're already familiar with 
Hamilton's 19-jewel Grade 
982 in 14K gold and plati- 
num styles—and you'll 
welcome the addition of 
gold-filled watches in this 
same grade at $52.50 and 
$55, thus eliminating previ- 
ously existing price gaps. To 
completely round out the 
line, the new solid gold 
Touraine and Midas have 
been added to the solid gold 
grade, giving you the finest 
group of distinguished strap 
watches we have ever assem- 
bled in this line. 




















































These four handsome styles 
in our 17-jewel Grades 980 
and 987, shown at the left, 
should make a clean sweep 
in the moderate price field. 
Emerson and Vincent, each 
priced.at $45, are the 1941 
additions to Hamilton’s 
Grade 980. Russell, priced 
at only $40, is a newcomer 
to Grade 987, and Endicott, 
one of this season’s “‘best 
sellers,”’ makes an entirely 
different appearance with a 
new black zone dial. You can 
‘show them, knowing they 
will have great sales appeal. 
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THIS PAGE ADVERTISEMENT 
APPEARS IN 


‘LIFE 
























Mes. must be having a steak for dinner. 


REMOVABLE 
ALUMINUM PLATE 
EASY TO CLEAN 


Deer We 
CATCHES ORIPPINGS 





@ We're telling the world a 
table broiler 


nen bout the only smokeless 
. ie magazine. ..with counter 








MANNING, BOWMAN display Manning-Bowm ‘the Smokeless Broiler. 
——__ & co., MERIDEN, CON = means more busin 
—— N. e BRANCHES new ve ess for you! 
RK + CHIC 
AGO e SAN 
FRANCISC 
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SMOKELESS TABLE BROILER $9.95 





Manning Bowman 
complete promotion 
Means Business 














womsés Misses abeak ome you kegoned tek 8 be possibte to. bsoll wichow calling 
out the fire department. I'm going to get you a new Table Broiler I saw today, 





WELL-INSULATED 
REMOVABLE 
WALNUT HANOLE 


DORIS: You can cook right on the dining- 
room table with no smoke—no odor. Steaks, 
chops, fish—anything you broil. You can 
also use it as a hot plate. Isn’t it amazing! 


MOTHER: Here’s what impresses me most 
—made by Manning-Bowman. Anything they 
make is made right, and outstanding in style. 
. 7 . 
See these Manning-Bowman electrical conveniences 
at your dealer's. The-1 RON -THAT-WACS-ITS-TAIL, 
$9.95. Other automatic irons, from $4.95. Twin-O- 
Matic Waffle Baker, $16.00; other waffle bakers, from 
$4.95. Automatic toasters, from $12.95, Write for 
folder, Manning, Bowman & Co., Meriden. Conn, 


Manning 


Means Best 
owman 


INVERTED COVER 
USED AS HOT PLATE 


EASY TO KEEP CLEAN= 
DOESN'T STAIN 


HEAT CANNOT AFFECT 
TABLE OR COVER 





the Manning-Bowman Smok 


nently on your counters 
You’ll find that People wan 


eless Broiler promi- 


in i 
your shop windows, 
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*VINYLITE WATCH STRAPS 
“oh 








Order Glasko Tubulars 
By Number Today! 






@ Resiliency. S-T-R-E-T-C-H-E-S 


without stretching: out of shape. 


@ Comfortably pliable; conforms 


FA 
fe softly and smoothly to the wrist. 
8 o - 
ot? ’ ‘ 
&: 


Perspiration-proof, water-proof, 


acid proof. 
Transparent, cleanable. 


Non-tarnishable, acid-proof 
metal trimmings. 


GLASKO straps are individually 
boxed. 






Here’s the sensational sales-magic of transpar- 
ent, resilient “Vinylite” in Glasko “Tubular” watch 
straps for men and women. They're smarter, more 
beautiful, more colorful, more appealing than 
any straps of their kind you've ever seen! Pre- 


vious Glasko strap successes forecast even big- 
*Glasko straps are made of 


“Vinylite” resins produced ger sales for these new Glasko “Tubulars”. For 
by Carbide and Carbon 
Chemicals Corporation. profit's sake put them on display right away! 


4 


Complete Selections of Neet Straps 
Sold Thru Jobbers Only 


cities STRAP COMPANY 


Established 1924 
26 Exchange Place * Jersey City, N. J. 


NEET... ARISTOCRAT OF WATCH STRAPS 
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FOR FALL ZOO 
LOOK TO 


SPEIDEL'S most powerful and 
comprehensive line, up to the minute 
and right in price, opens new oppor- 
tunities for increased and profitable 
business during the 1940 Fall season. 
True to the “SPEIDEL” Tradition, the 
wearing quality of our products equals 


the beauty of design. 


Ask your Jobber for the new 1940 
Speidel line. Keep progressing with 


“SPEIDEL” 
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Smart and practical packages as the Baby display shown 


above are sales promoters of the “SPEIDEL” line, “where 


extras are regulars.”’ 


PROVIDENCE « RHODE ISLAND 
NEW YORK CHICAGO LOS ANGELES 
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Attleboro, Massachusetts 


SIMMONS COMPANY 
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OUT-- 


The New 1940 Simmons Catalog 


42 COLORFUL PAGES CRAMMED WITH 
SMART, QUALITY GOLD-FILLED JEWELRY 


FOR MEN 


Here is your best chance to see a good rep- 
resentation of the complete Simmons Line — 
hundreds of fine salable items that are ready 
for your biggest season of business. Page after 
page show new, as well as consistent-selling 
watch chains—the largest and best-known line 
ever made. Other pages show key chains, vest 
chains, Dickens chains, knives, watch attach- 
ments, identification bracelets, watch straps 
and buckles, belts, belt buckles, dress sets, 
collar and tie holders, as well as gift set assort- 


ments for men. 
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& WOMEN 


Moreover, there’s a big eighteen-page section 
devoted exclusively to jewelry for the fairer 
sex. Tag bracelets, flexible bracelets, women’s 
watch attachments, Brenda, Victorian and 
Betsy Ross bracelets, lockets, crosses, anklets, 
sautoir chains, rosaries, pendants, festoons and 
attractive gift sets are shown in new and strik- 
ing styles. 

And most important — scattered throughout 
this catalog are many newly created merchan- 
dising helps and displays that are bound to 


make more business for you. 


Be Sure You Get Your Copy 


The new 1940 Simmons Catalog is now in the 
mail. Be sure you get your copy. Keep it handy. 
Show it to your customers. Increase sales with 
it. If it fails to reach your desk, simply write 


for an extra copy. No obligation at all. 
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To the man who wonders 


“Will Business be Good Next Year?” 


JEWELERS 


en) 








CREDIT 








A JEWELRY STORE wilh a bright fulure ... 


Notice how the new Pittco Front gives this store in Buffalo, New York, 
the eye-appeal which brings customers inside. Use a new Pittco Store 


Front to assure future prosperity to your business. 


and a new Pittco Front! 












Next Year — and every year — holds 
a promise of growing volume of busi- 
ness and steadily mounting profits 
— for the man who dresses up his 
jewelry store with a Pittco Front. We 
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ITTCO STORE FRONTS 
PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH sland for Lnalily Class 


can show countless instances in our 
files which prove this to be true. Cases 
where jewelry store owners have re- 
modeled with Pittco Fronts — and 
made their volume grow amazingly. 

And that’s a tip! If a jewelry store 
front is modern, good-looking, if it 
catches the eye of the passing cus- 
tomer, the business will prosper. Find 
out how a new Pittco Front can build 
business, cut maintenance costs, make 
vour establishment stand out from 
the others. The coupon at the bot- 
tom of the page will bring vou com- 









Pittsburgh Plate Glass Company 
2228 Grant Bldg., Pittsburgh, Pa. 


‘How to Get More Business.” 


plete details. Mail it today. 

When you remodel, see your archi- 
tect to assure an economical, well- 
planned job. Our staff of experts will 
gladly cooperate with him in plan- 
ning a Pittco Front to suit your needs. 
And remember, you can use the Pitts- 
burgh Time Payment Plan to defray 
the cost of the new front. You pay 
20% down, and the balance out of 
profits in easy, monthly payments. 


At the New York World's Fair, see the miniature Pittco 
Store Fronts in the Glass Center Building, and the full- 
size Pittco Fronts of the Avenue of Tomorrow in the For- 
ward March of America Building. 





Please send me, without obligation, your new book entitled 








39 


SRP RAREST, “MRE "SERIE YS RE RCT 


£ 
4 





















































They-cousel equation. « . ETERNA 


created a demand . . . 


And we take pride in presenting pictures 
of some of these highly acclaimed watches 
displayed in the Swiss Pavilion, New 
York World’s Fair 1940. Old world me- 
chanical perfection exquisitely styled for 
the world of tomorrow. 


Classic 
rectangular 


119 14 K solid gold 
53 stainless stee| 
silver or pink dials 


Narrow bezel, 
lapped disc end- 
piece 
149 14 K solid gold 
36 14 K gold 


Curved to fit filled 











atinaiead 165 stainless steel 
321 14 K solid silver, Re oy or 
gold pink dials 
431 stainless 
steel 
silver, black, ‘ 
pink dials — 
122 18 K white 
Very substan- gold 
tial case 112 — steel 
345 14 K solid silver dials 
gold 
H 444 Imported 
— one Barrel shape 
340 stainless 152 14 K solid gold 
il steel ink 110 stainless steel 
silver or pin ‘ 
dials sas black 
Superthin 
de luxe 


Unusual pattern 


420 stainl 
inless 279 14 K solid gold 


steel 
422 14 K_ solid 14 stainless steel 
gold silver or pink dials 
silver or black 
dials 


Tiny but 
substantial 


296 14 K solid gold 


Narrow bezel, 
lapped steps 








347 14 K solid 15 stainless steel 
gold silver, black or 
399 — . pink dials 
7 pink 
@ DUST AND RUSTPROOF 
@ NON-MAGNETIC 
_— @ SHOCK-ABSORBING 






436 stainless 


steel Eterna offers a distinguished line of world famous watches to 
aap a black the exclusive jeweler. Our fine products and our distribution 
tals 


methods are devised to promote your quality business. Write 
for full information. 


WATCH COMPANY OF AMERICA, INC. 


580 FIFTH AVENUE, NEW YORK x BRyant 9-8660 
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«Automade”— A Superb Line of Chains 
That Will Enhance Your Reputation. 


E are specialists in the manufacture of chains—devot- 

ing all our thought and all the space in a new daylight 

factory to the production of a wide variety of chains— 

each one a leader in its grade. ‘“‘Everything In Chains’’ is 

Look for above quality stamp on the Automatic slogan—and one we constantly strive to 

every “Automade” Product. live up to. Ask your Wholesaler to show you “Automade’’ 

GUARANTEE when buying chains, and you'll delight in the variety of 

patterns, fine finish, and evidences of ready saleability so 

apparent in chains bearing the ‘‘Automade’”’ Trade Mark. 

Ask him, too, to show you our new individualized Initial 
Key Chains. 


Every piece of our merchandise carries 
with it our unrestricted guarantee of 
quality and workmanship. 


fu tee Leap 


President 


AUTOMATIC CmwAtw ¢ 


PROVIDENCE 63 Baker St. RHODE ISLAND 
New York — Chicago 
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Watch out you don’t get burnt! 





Lighting a cigarette with a fistful of matches is spectacular—but 
ONE match will supply a light that’s much easier to control and 
handle. Handling a ‘‘fistful’’ of unrelated watch lines in the mass 
morket has its hazards, too: Duplicated inventories, overstocking, 
excess capital investment, overlapping advertising and merchan- 


dising expense. 





Handling ONE line—the CROTON line—is simplicity itself. It 
completely covers the popular-priced field with a completely standardized line retailing 
from $9.95 to $24.95. It reduces your stock to a minimum. And it affords a nationally 
advertised line of superior quality, superior value and established consumer acceptance. 


‘* $treamline’’ your watch selling—step up your profits—with CROTON WATCHES. 


















CROTON WATCH COMPANY 48 W. 48th St., NEW YORK CITY 
Viceotony: 


CROTON” WATCHES 


The Most Universally Accepted Nationally Advertised Watch Line 
Retailing from *9.95 to $24.95 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1940 














@ ONE OF A SERIES O 
ESQUIRE, T F SWANK COL 
pong HE CHRISTIAN | me clo, sven in THE SATURDAY EVEN 
has established $ . N’S HOME ..-other advertisement Y EVENING POST ’ 
secnonaien ieee oun ter urea mmabnacteren MADEMOISELLE. Continuous netic TIME, LOOK 
a . an : isaee or  ; . ntin : " ‘ 
and plate qualities. e SWANK Ss distributor show aaa Pepa of authentic fashion peor ge Promotion 
TS, Inc., ATTLEBORO MASS. — line in gold, gold nmr rerting 
’ a ew York Office 3 a ster ing 
: 377 Fifth Avenue 
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Precious Tones cuff links ond tie klip, 
with highlights ond fiery depths thot 
resemble reol gems...in six colors... 
set $2.50. Sterling silver $4.00. 






Manicure knife with blade, nail 
1 trimmer, file ‘and cuticle pusher... 
$3.50; with choin $5. 


















pearl for 
mother-of- 
Other 


Evening set in smoked 
6 dinner jocket; oF white 
peor! for tail coat...set $3.50. 

sets $2.50 to $35- 






bochon shape 
s...variety O 
$1.50. 


Cuff links...round, co 
stones...in cleor effect 
gem-like colors...pair 

















Comeo cravat choin ond cuff finks..- 


1 authenticolly executed... set 





auth 12 kt 
set $10. 






















kle ond collor holder in ' 


Crovot chain, buc 
tively hand-engraved .. 


uff links, cleverly 
§ gold filled, attrac 


Cravot chain ond ¢' 
¢ champion aire- 


3. modelled replica o! 
dole...also availoble with horsehead 


Women who “read their male” correctly 
no longer ask “What?” but “Which?” 
when it comes to Christmas giving- They 
always get their men Swank. It's fun 
selecting from the wide assortment of 
Swank aids to good grooming...just the 
right jewelry for him...and him...and him. 
And when a lady gets her man Swank, 
she's getting him just what he would get 
for himself. Attractively packaged for 
gifts. At leading jewelers, department 
stores and men's shops. 
INC., ATTLEBORO, MASS- 








SWANK prooucts, 


| | 4 T) Duo-grom key choin {regulation length}. crovat 
belt buckle... his jnitials in crest-like | 


® chain ond 
design...set $5. In 1/20th 12 kt. gold filled, 







Key chain tregula:ion length}, cravot choin and 
4 collor holder...elegant pieces of creative crofts- 
set $3.50. 


manship in the best Swonk tradition... 
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of the famous CARMEN name—the name that first comes to mind when you 


think of expanding bracelets—the name that, more than all others helps you sell. 


THE a VALUE 





THE co VALUE of years of experience producing expanding bracelets—resulting in time-tested 


quality and sound construction, which provides long, carefree service. 






THE ~~ VALUE of a line comprising three basic widths, broad variety of decorations, and a 


wealth of mounted styles, including stone-set, signet and lockets. 






THE oe VALUE of the most compelling package on the market, a patented box packed with 
Sales Appeal—designed to both attract attention, and carry the gift in regal style. 





This season, stock genuine Briggs-Carmens, including 
popular Carmen Watch Bracelets. Your Wholesaler 
has an adequate supply, but early ordering is advis- 


able to avoid disappointment. 









THERE’S 1 BRIGGS 









AND ONLY 1 






D. F. BRIGGS CO. ATTLEBORO, MASS. 
NEW YORK CHICAGO SAN FRANCISCO 
eM niasccecie ee 
2 
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NOW! “7E222-— AND CREDIT 
JEWELERS CET TOCETHER WITH 


A REAL PROFIT RADIO LINE! 


MR. JEWELER: At last—a BIG NAME radio that yu | QO} ly Jefe Has This 


can sell ata REAL PROFIT. Today ZENITH offers you 


THE GREATEST SPECIAL SET UP OF RADIOS IN ° 

YOUR HISTORY! Figures show the average radio Sp ecial S et-up Fi or 
business in a credit jewelry store is about 11% of the m 

yearly gross. That’s an important figure . . . a depart- Credit J ewelers 












ment that should show a BIG PROFIT. That’s why 


ZENITH is giving YOU this SPECIAL SET-UP! You've | © Gives You Special Discounts 
asked for it often—here it is! @ Shares the Cost of Newspaper Advertising 


@) Gives You Special Credit Jeweler’s Ads 
@ Furnishes Attractive Display Material 
li (5) Gives You Exclusive Feature Merchandise 
© Attractive Terms 
: @) Direct Mail Material Available 
— © Quality Merchandise You Can 


Guarantee 
5, 


A WINNER for Credit Step Up Your Radio Profits 









tts 
















ONLY ZENITH has this 
































Built-In, Detachable Jewelers 
pecan Wh 6 tube superterodyne MAIL THIS COUPON TODAY 

U. S. PATENT No. 2164251 ps : © eo oo oo oo ee eee ee -----4 
1941 PORTABLE / } E.A. TRACEY, Vice-President j 
x eee ) 
| Please send us further information on your SPECIAL | 
} SET-UP for CREDIT JEWELERS. No obligation. j 
} store NAME | 
ADDRESS 
CORPORATION [am ! 
er ee | 
itn < eo «<n an an en ne ane ae eee af 
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Wat! | 


The rush is on, and we don’t mean maybe! 
The way that orders are pouring in for 
General Electric’s brilliant new “Jewel 

Tray” Clock Display, it looks as though 

every jeweler in the electric clock business 

wants one! 


And with good reason! For years, it has 
been common knowledge among the 
trade that General Electric Clocks, prop- 
erly displayed, practically sell them- 
selves. That being true, just figure out 
for yourself what this new “Jewel Tray” 
Display will do to your G-E Clock sales! 


Richly covered with a deep-napped, 

velvet-like material, in smart contrasting 

tones of beige and maroon rust, here’s a 

: display that’s packed with selling punch 

Ric and that Jooks quality, se//s quality, is 
quality! 

Yes, sir! It’s a smash hit—so phone your 

» Clo local G-E Clock wholesaler today and 

have him reserve one for you. The quan- 

tity available is limited. Better act now! 


ALS eLect 


Sof [arler4d 
BG A 


G-E “Jewel Tray ws 
cted nd finely may q 
strut . rhe 
ide ieischen earures na selli 
oe a “ back of display: 
Pp 


AND THAT'S NOT ALL 


There are more than 100 models 
in the complete line of General 
Electric Self-Starting Clocks—22 
of which are brand new and have 
just been announced to the trade! 








SN 
ee 
paaie 


, a an 
. 





Four of these new models are 
shown to the right. 


General Electric Clocks are 
backed this year by the biggest 
Sales Promotion and Advertising 
program in G-E history! New Dis- 
plays, new Catalogs, new Folders 
—and a series of 8 consecutive 
advertisements, in one of the best 
known, and most widely read 
picture magazines! Starts in the 
Aug. 27 issue and runs right 
through the Christmas season! 


Is it any wonder that General 
Electric Clocks are the fastest- 
selling line of electric clocks in 
the world! Get on the G-E band- 
wagon, now, and CASH IN! 




















DOMESTIC—A brilliantly styled 


metal-cased kitchen clock in Ivory, 
Green, White, or Red. Chrome bars. 
Model 2H-10. Retail, $4.95. 


TROUBADOUR — An exceptional 


alarm value. Plastic case. Model 
7H-118. Retail, Brown, $3.95; Ivory, 
$4.50; Brown, luminous, $4.95. 


ANNAPOLIS—A nautically styled 
alarm clock. Ship’s-wheel design. Tan 
plastic case. Gold-colored spokes. 
Model 7H-124. Retail, $6.95. 


€ 
2 


NARCISSUS—A brilliant occasional 
clock in genuine white onyx. Light 
ivory dial. Gold-colored hands. Model, 
3H-156. Retail, $9.95. 


GENERAL ELECTRIC COMPANY, ELECTRIC CLOCK SECTION, BRIDGEPORT, CONNECTICUT 


GENERAL (%) ELECTRIC 


‘ lanling Clock 
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THE INDUSTRY’S LEADING 
MANUFACTURERS AND WHOLESALERS 
FOR OVER 3@ YEARS..... 


















MANUFACTURING COMPANY INC. 


15TH & HUDSON STS., HOBOKEN, N. J. 
Telephone: HOBOKEN 3-8472 © REcToR 2-2480 


REPRESENTATIVES: 


CHICAGO, George Boergerhoff, 29 E. Madison Street © PROVIDENCE, George Roberts, 149 Princeton Avenue © PHILADELPHIA, William Llewellyn, 201 S. 12th Street 





THE REMINGTON DUAL SHAVES (wv 90 SECONDS { 


> Certified by the United States Testing Com- 

pany. Here’s why the new Remington Dual 

-= TH F N EW 5 fal AVE 7 shaves so fast and so close: It’s the only shaver 
with 360 double-edged cutting blades, with 

r/ 109% more cutting length than any other 

TH AT 4 i] K i A 4 he G shaver...Has the largest hair reception area of 


any electric shaver... And it has the highest 


power motor driving any oscillating cutter. 
ALL SALES RECORDS $1 E75 


REMINGTON DUAL } AC-DC 


ANNOUNCING we rewwc7ow ova 
PLUS A TRIMMING HEAD 


FOR: 1. Sideburn trimming. 2. Mustache trimming. 
3. Stray hairs on neck and Adam’s apple. 4, Stray 
hairs on back of neck. 5. Clearing up all stray hairs 
on cheek bones, etc. 

$1750 


REMINGTON TRIPLE-HEADER ac-0C 


Backed by strong national advertising, eye-catching display 
material and a generous cooperative newspaper advertising 
plan, Remington shavers are due for their biggest Fall and 
Christmas play yet! 


TRIPLE-HEAD 


a 








General Shaver Division of Remington Rand Inc., Bridgeport, Conn. 


MOST COMPLETE LINE OF ELECTRIC SHAVERS: RAND, Model No. 40, $7.50... 
SPEEDAK, Model No. 80, $10.00... BURGUNDY, Model No. 28, $12.75... 
DUCHESS, Lady’s Model No. 66, $12.75... DUAL, Model No. 70, $15.75... 
CIGARETTE BOX—DUAL COMBINATION, Model No. 71, $16.75... TRIPLE- 
HEADER, Model No. 77, $17.50. 


DON’T DELAY—ORDER FROM YOUR DISTRIBUTOR TODAY! 
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Made by the 
Typewriter Leader 
of the World 





IT’S BUILT IN 





UNIVERSAL ~~ 


5430 " 
-ETAIL 





THE NEW AND COMPLETE LINE OF 
UNDERWOOD PORTABLES 


HE trek “back to school” can become a 

parade of Portable PROFITS to Jewelers 
alert to the signs of the times and ready for 
SALES with a complete stock of Underwood 
Portables. 


Right now is the time to sell Portable Typewriters. 


Parents who are eager to further the aims 
of an ambitious son or daughter will pay close 
attention to your suggestions. Offer an 
Underwood Portable because there is “a 
model for every writing need at a price for 
every purse’. 

To all who seek a really worthwhile personal 
writing machine, demonstrate an Underwood 
Portable embodying the skill and experience 
of the makers of more than Five Million office 
size Underwood Typewriters. Be ready to take 
advantage of Underwood Leadership, Under- 
wood Prestige, Underwood Mechanical Per- 
fection and Underwood National Advertising. 
And, be prepared to profit! 


Don’t fail to demonstrate the new Underwood Built- 
In Typing Stand—an ingenious collapsible stand per- 
fected after many years of research. Built right into 
the Typemaster Portable Carrying Case—it is supplied 
exclusively on Underwood Portables. 


Portable Typewriter Division 
UNDERWOOD ELLIOTT FISHER COMPANY 


Typewriters » Accounting Machines « Adding Machines 
Carbon Paper, Ribbons and Other Supplies 
ONE PARK AVENUE, NEW YORK, N.Y. 


Sales and Service Everywhere 












Portable Typewriter Division 
Underwood Elliott Fisher Company 
One Park Avenue, New York, N. Y. 


Gentlemen: Please tell me about the PROFIT-MAKING Underwood 
Portable Dealership Plan. 


J. C.-K. 9-40 





EXCLUSIVELY NAME_ — 
UNDERWOOD ADDRESS ; _ = Bebe 

CITY. ae STATE er 
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Tuese new Telechron models are certain to 


be best-sellers. They are designed for eye-appeal, 
priced to sell fast, built to give satisfaction. Each 
one is powered by the famous Telechron self- 


starting motor. 


e Priced to please your customers, Telechron 
clocks are also priced to bring each Telechron 
dealer a real profit. Furthermore, it’s a true 
profit — for there are no tag-ends to a Telechron 


sale. 


¢ Remember also that Telechron helps the 
dealer in many ways. In addition to national 
advertising, there are effective counter and win- 
dow displays, arresting sales aids, direct-mail 


material and other sales helps. 


¢ See your Telechron distributor today. Ask 
him about the new models, the new sales helps, 


the liberal profit margins. 


WARREN TELECHRON COMPANY, ASHLAND, MASSACHUSETTS 


Telechron 


Reg. U. S. Pat. Off. 


SELF-STARTING 
ELECTRIC CLOCKS 


CAFE, Model No. 2HII, is another 
kitchen wall clock. Plastic case in 
ivory, white, green, black or red 
colors. Retails at............ $4.95 








RESOLUTE, Model No. 3H85, is for 
people who love ships. In gold-colored 
metal, it retails for $5.95. Flotilla, 
Model No. 7H109, is an alarm of the 
same design, but with black metal 
case, gold-colored spokes, $6.95. 





FORUM, Model No. 4H97, is a new 
design in a wood case with four bronze 
ball feet. Retails at......... 89.95 





_ 


PHARAOH, Model No. 4F6l, has a 
brown wood case with vertical side 
inlays, felt feet. A best seller every- 
where. To retail at.......... 89.95 











GLAMOUR, Model No. 3H9, is q 
simple, effective design in onyx — the 
perfect gift clock. Sure to bea good 
EME sosccecwstnccunvsaes 89.95 





IMP, Model No. 7HIOI, is an interest. 
ing new alarm ina plastic case. Avail- 
able in rose, ivory or brown colors 
to match the bedroom decoration. 
Another addition to a fine array of 
Telechron alarms. Retails at $5.95 









VAGABOND, Model No. 4H89, cased 
in brown wood, is an ideal clock for 
the yachtsman. To retail at $9.95 


BANCROFT, Model No. 3H89, is a 
new design in brown wood, with side 
flutings of lighter wood. Four gold- 
colored metal feet. Retails at 86.95 











GET THIS SALESWINNER DISPLAY 





This new Saleswinner dis- 
play piece will be given 
FREE with the purchase of 
any 12 Telechron clocks. It 
is metal and wood, sturdily 
built, beautifully finished—a 
permanent display for your 
Telechron counter. This offer 
expires October 31, 1940. 
See your Telechron distrib- 
utor today. 
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BULOVA 


17 jewel sweep-second hand watches 


These full-page ads will be seen by every doctor and nurse in America! 


Appearing in the 

JOURNAL OF 

THE AMERICAN 

MEDICAL 

ASSOCIATION 
ented 


o 
“4 REGISTERED 








URSING 


Open a new, profitable market with store. Feature Bulova sweep-second 
Bulovasweep-secondhandwatches.Every hand watches dominantly in your win- 
doctor and nurse in your vicinity willsee | dows—in all your advertising. Remem- 
the above advertisements ... be sure ber, doctors and nurses are the kind of 
they buy their Bulova watches in YOUR people who can, and do, buy jewelry. 


€ /TRAINED 
NURSE 


, MEDICAL 
Aristocrat of Beauty we. CENTER ucvice 


Autocrat of Time! $3375 $2975 
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ANOTHER KIND 


i at necessary 
Loyalty, these days, is a great and — 
. ' ' < y ee “ 5 
thing. To our country... our ~~ eeeaeha: 
; be re 7 1V 
hampered, progressive way 0 g 
unhz »d, 
el her kind of loyalty that has 
in yalty 
There’s another sa Hons 
i 2 s loyalty to 
helped make America great. It ; 
te x * 
those who buy our goods ss caalieall 
This kind of loyalty, kept upp - fob 
a 
inds for 27 years, has made Had ey = 
m 2 reine 
that you and thousands of _ r jew 
: * 
learned to depend upon meine 
This kind of loyalty maintains : 
“ | these ye: o our policy 
dherence, through these years, ’ = 
eadiinas he jeweler. : 
1e je w 
i ly through t 
of selling only : sot 
our designers on their toes to espn 
f y icts, every ’ 
i Hadley prodt 
oct Raise ;, It keeps our 
individual as they know how. 








Assortment No. 
Merchandiser” featu 
Hadley Watch Brac. 
Styles. Complete U 


328 Hadley “Midget Assortment No. 319 


s ” 
Tes twelve most Merchandiser, 
elets, 


Hadley “Senior 
a beautifully finished. 
compact gumwood display, with glass 
covered top. 16 ladies’, 8 men’s, $119.00. 


LADIEs? 
Pineridge $5.00 
Crescent $4.00 
Bellamy $3.50 
Wingate $3.00 

MEN’s 


Freeman $6.50 





Carter $5.50 


Hadley No. 5 Loaned Display 


isplay space for bracel 
Loaned with 


A handsome center-piece 


ets and watches, 
ut charge, express prepaid. Is 


for an attention-getting window. 
Attractively lighted. 28” x 4)” = i, 
your name on the list to use it? 
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73° lry 
ards at a point that says “Jewelry 
owe thing less!” It backs up 
oO si 
with deliveries and service 


quality stand . 
store quality ~' 
2 awe 2Trs 
Hadley jewele and accurate 
com cl ers every- 
that are P ¢ loyalty to Hadley jewel “id 
‘his sam new 
a t the standards for our olicies, 
— “ Geared its planning, : , 
7 >, yo , y ds 
-elry fine . shtto the nee 
nr oing pricing, promotion — saul rage 
‘ +: ] . ‘ 
ae . its of jewelers ow oo : proving 
— and other jewelers are < i 
T ou E d mene ow’re 
oe" mi loyalty can work both —_ cies 
seat through the alert, forward” : 
ms : ith ne 
ur lines, W 
: ' o handle o yen 
- tributors wh , —— 
won for Hadley Men’s “a re he 
orders f : Hadley racelets. 
. =| or re d E 
inuing orders x , vidence 
continuing The Hadley Company, Pro a 
thank — - Chicago -.--: Los Ange = 
T 7 - s Jas 
New Work .<«- 


= re 
TcH BRACEL 
WaEN’S JEWELRY 


prov ing it, 








a 


Men’s Jewelry Combination Gift Set No. 


216 Typi- 
cal of the dozens of unusual new two-piece Gift Sets in 


this new Hadley line. Hadley Quality $2.50. 


MEN’S 
JEWELRY 


CH716 $1.00 
Ccllls = $1.50 
CL1407.—s_- $3.00 


TC1824. $1.00 
Assortment No. 5001 Twelve BB2901 $4.50 
selected, smartly styled, fast- 
selling Collar Holders to sell at KC2504 $4.50 
Men’s Jewelry Combination Gift Set No. 414 $1.00 each on a handsome frame 
1/20 12 Kt. Gold Filled, $15.00. Like all Hadley 4-piece ‘isplay. Order one for your 
s hes 8 ; i ees i counter and another for your 
np as beautiful hinged box, with jewelry tastefully window, fer these are sure te 
displayed on velvet pad. 


be fast sellers! Complete $12.00. 
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You need 


MATCHES 
to set the World 























AND we’ve got just the matches you need—Gruen’s pre- 
tested, time-proved dealer sales helps to bring customers 
into your store bent on buying! Yessir, they work .. . 
and we’re inviting you to put ’em to the test. We believe 


here at Gruen that our profits can come only after you’ve 


made yours—and for that reason, we’re anxious to see 






Aggressive advertisements in Your own “custom-built” 
ai J 


gazi read by newspaper advertisements to windows and attractive signs customers—your own radio 





your customers. be used in your local papers. for your store. 





GIFTS 


FROM YOUR JEWELER ARE GIFTS AT THEIR BEST 





that you get yours—and we’re doing our level best to help 
you get more than your proper share! So plan now to use 
these dealer helps—plan now to make the coming months 
the best in your store’s history! The Gruen Watch Com- 
pany, Time Hill, Cincinnati, O., U. S. A. In Canada, 


Gn. 


THE PRECISION WATCH 











* 





shows for your local stations. 





Copyright 1940, The Gruen Watch Co. 
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SPEAKING OF 


NLY sterling silver could ex- 
press fandom’s devotion to Mel 
Ott, whose 15 
grand service to baseball were re- 
warded at the Polo Grounds, in New 
York, before 50,000 Giant and 
Dodger rooters. 
The Giants’ 
home run hitter received a seven- 
piece sterling tea service of Georgian 
208-piece set of ster- 


years of faithful and 


captain and great 


design and a 





ling flatware in Wellington design, 
every article engraved with an Old 
English O. The tray bore the in- 
scription, “Captain Mel Ott from his 
friends, August 7, 1940.” 

Fans from all over the country 
donated for the purchase of the 
sterling silver. Contributions flooded 
the mail from old ball players, chil- 
dren, business men, and even priests, 
the sums varying from two cents 
sent in by admiring kids to checks 
for $25. 

The presentations were made at 
home plate by a committee headed 
by Paul Douglas, radio sports an- 
nouncer. Black, Starr & Frost- 
Gorham, New York, furnished the 
silver. 


© © 


T has been calculated that the 
power that moves a watch is 
equivalent to only four times the 
force used in a flea’s jump,” notes 
our contemporary, The American 


Horologist. “The watch power is, 
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THE 


JEWELRY TRADE 


therefore, what might be termed the 
equivalent to a four-flea-power. One 
horsepower would suffice to operate 
270,000,000 watches. 

“Furthermore the balance wheel 
of a watch is moved by this four- 
flea-power 1.43 inches with each vi- 
bration, or 3,55834 miles continu- 
ously in one year. It takes only 
one-tenth of a drop of oil to oil the 
entire machinery for a year’s service. 

“About 175 different pieces of ma- 
terial enter into the construction, and 
upward of 2000 separate operations 
are comprised in its manufacture. 
Certain facts connected with its per- 
formance are almost incredible when 
considered as a whole. 

“The roller jewel of a watch 
makes every day—and day after 
day—432,000 impacts against the 
fork, or 157,680,000 blows during 
the course of a year without stop 
or rest — or some 3,153,600,000 
blows during the space of 20 years.” 


o > 


HEN you step into the jew- 

elry store of Geiger & Ament 
in Louisville, Ky., you see four low 
counters with eight comfortable 
chairs along one aisle. They cut 
down the old cases, put glass tops 
over them and thus made a series of 
modern sales-tables. 

The table-height cases run prac- 
tically the length of the aisle on 
one side of the store and contain 
wrist watches, rings, novelties, flat- 
ware, etc. The seats give people a 
chance to sit down and be comfort- 
able. ‘So many people coming into 
our store have been shopping all 
day and are tired and worn out,” 


55 


explained Nolte C. Ament, “and we 
saw so many lost that we 
thought it would be much better to 
provide sitting comfort for them. 
And it has proven a boon to sales 
volume.” 


sales 


& > 


EAVEN-LIKE sstreets, paved 
with gold, used to be European 
peasants’ dream of America. 
Nearly as Elysian—and 100 per 
cent real—is the new use of plat- 
inum for building decoration. The 
outer vestibule ceiling of the 67 Wall 
Street Building, in New York City, 
last month was finished with plat- 
inum leaf—the latest product of the 
ancient art of gold-beating—beaten 
down to a thickness which requires 
a stack of 250,000 leaves to meas- 
ure an inch in height. 
Yet, when applied to a surface, 
the leaf retains all the rich color and 


Slee 


ee ae 
ft 


“AW 











beauty of platinum. The architects 
chose platinum leaf for the entrance 
because of its brightness, tarnish re- 
sistance and freedom from discolora- 
tion by atmospheric conditions. 

New York Fair visitors have seen 
the first use of platinum leaf in art 
—the statue, “Dawn of Tomorrow,” 
sculptured by Mrs. Harry Payne 
Whitney. 


o © 
T isn’t regular procedure, but for 


three days recently Blust’s jew- 
elry store, 2742 Cherokee St., St. 








Louis, sold brooms. Forty-three 


other stores were selling them, too, 


all to help the blind who made them. 

The plan was one of several used 
by the Cherokee Business Associa- 
tion merchants to bring trade to the 
territory. President of this associa- 
tion is Charles A. Buescher, who 
operates Blust’s. 

Commenting on the broom sale. 
Mr. Buescher said, “Besides doing 
one good deed by offering the 
brooms for sale, we brought many 
new faces into the store. Some peo- 
ple came out of a desire to help the 
blind, while curiosity brought others. 
Brooms in a jewelry store were 
something like a snowstorm in July.” 


© © 


‘¢ TF we wish to prosper and be 
successful, both materially and 
from a standpoint of inner satisfac- 
tion, I feel it is absolutely necessary 
for us to take an active interest in 
the welfare of the community in 
which we live,” says Paul R. Gantz, 
jeweler of Silver City, N. M. 
“There is certain to be a project 
in your. Chamber of Commerce that 
will appeal to you. Pick out the pro- 
gram that appeals to you the most, 
then take off your coat and go to 
work. See how much better you feel 
and how much more respect your 


fellow-citizens will have for you. 


Practically every community can 
boast of a Rotary, Lions, Kiwanis, 
or a 20-30 Club, or all of them. It 
has been my experience that you can 
perform real service to your com- 
munity through any one of these 


clubs.” 
© © 


HE 850 citizens of Monahans. 

Tex., are interested in an “elec- 
tric shell-thrower,” which its in- 
ventor, Ollie A. Bruton, one of the 
two jewelers of the community. 
claims will propel a 1000-pound ex- 
plosive projectile a distance of 750 
miles. 

Bruton has forwarded plans and 
specifications for the device to the 
War Department. According to the 
jeweler-inventor, the shell will leave 
the gun with a muzzle velocity of 
750 miles per hour, and a self-con- 
tained device will keep the shell on 
its course at the same rate of speed 
for an hour. 

Each shell will cost $2,500 to 
$3,000, he estimates. 


© © 
UDDY LEVIN of Jay's in 


Winston-Salem, N. C., believes 
in plenty of window display signs, 





‘WE PAY CASH FoR 





























"For the last time! Don't buy any more of these!" 
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because he has noticed people stop to 
read all of them. So one of the first 
signs you see in Jay’s windows 
reads: “We appreciate your looking 
in our window. Thank you!” 

Other display signs sell the look- 
ing public on buying at Jay’s, such 
as “Yours Today ... A Year to 
Pay,” “Remount That Old Diamond 
and Transform It Into a Modern 
Up-to-Date Ring of Lustrous 
Beauty,” “Precious stones make pre- 
cious gifts. They are within your 
easy reach. Open a charge account.” 
“Let Credit Be Your Buy-Word. 
Select the diamond of your heart’s 
desire and just say, Charge It!” 
One sign reads: “Whose birthday is 
it today?” 


© © 


_JPYDE JEWELRY CO., credit 
jewelers, of Flushing, Long 
Island City, and Port Washington, 
L. I., not only believe in using man- 
ufacturers’ advertising literature, but 
in displaying it prominently so that 
customers may help themselves to it. 
Eleven piles of blotters, folders, and 
circulars, advertising the products of 
various manufacturers, are currently 
displayed on a small table toward 
the front of the Flushing store. Her- 
bert Roth, treasurer and active head 
of the three stores, knows that much 
new business is traceable to such 
literature, for customers often pick 
up a circular and, right then and 
there, inquire about the advertised 
merchandise. 


© © 


OME benetits of membership in 
a horological society, or any trade 
association for that matter, were out- 
lined by Andrew Park in his first 
address to the Horological Society 
of New York as its president. 
“One of the cardinal contribu- 
tions of membership is good fellow- 
ship between men of kindred likes 
and common interests. You cannot 
have a man a friend for long with- 
out being a friend in return. 
“Another phase of the society's 
meaning is the “pride of craft’ idea. 
Anyone with a little spare time and 
cash can join the Happy Meadow 
Golf Club. That is not the case with 
our society. We belong to an old, 
skilled and honored craft. The so- 
ciety is the outward and visible sign 
of membership in that guild of 
skilled, precision workers.” 
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Lord & Taylor's famous 
manikin wears a velvet tur- 
ban into which is set a 1000- 
carat aquamarine. Other 
jeweled hats are shown. 


This is the hat which is dec- 
orated with the large aqua- 
marine, in a gold bracelet. 


" s Looped feather clip ear- 
Jewelry om Hats rings made of diamonds 


are attached inside the 


Makes News under part of the brim. 


on LL ye that have jewels, prepare to show them 
now—in your hats, where all the world may 


see, and admire!” 
The tip-off to one of the biggest headlines in Fall and 
Winter fashions came late last month in a sensational 
window display by Lord & Taylor, which attracted such 
crowds on normally blase Fifth Ave. that the police had 
to be called out, so that sidewalk traffic wouldn’t be 
completely stalled. 
The Lord & Taylor hats were designed by Helen 
Leibert as a background for jeweled ornaments valued 
at $40,000, from Paul Flato. The hats themselves 
ranged in price from $35 to $500 for a fur hat and muff, 
and one of the brooches had a price tag of $10,000. 
But the big interest was not so much the value of the 
jewels as it was the new style note of wearing large, tri- 
dimensional jeweled brooches, clips, and even pairs of 
earrings—on hats. 
Jewelers can readily do a crowd-stopping window, in 
the same vein, simply by borrowing a selection of black 
kin = 
»é é ‘ J S as s monds and diamond-tip- 
on this page. Manikin heads, if not already owned, may ped currant pearls dis- 


perhaps be borrowed from the same source. —— ‘nite 
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wo. VERY 
money !” 

That, says R. B. Lechenger of L. Lechenger, Inc., 

pioneer Houston, Tex., jewelry firm, is the feeling they 

For here at Lech- 


time I walk into Lechenger’s, I save 


seek to leave with their customers. 
enger’s, where the customer is considered an honored 
guest, he is never urged to purchase anything above the 
price he has in mind when he is approached by the sales 
person. 





“Low Pressure” Selling Wins Friends 





dise, fairly priced, yet none the less the customer re- 
members that in spite of these things, he has paid more 
than he had anticipated, and a feeling of irritation is 
set up. 

Contrasting this case, consider the story of Bill Smith, 
who patronized a “low-pressure” jeweler. He is greeted 
by a conscientious, gracious, sincere sales person, who 
listens attentively to the customer’s wishes. Here, in- 
stead of paying $5 for his graduation gift, he is sold an 


Hospitality, in Lechenger's Houston store, provides not only upholstared seats but ice water and cigarettes, to promote customer comfort. 


Consider for a moment, says Lechenger, the case of 
a hypothetical customer, John Jones, who enters a 
jewelry store with the idea of purchasing a $5 gradua- 
tion gift. Thanks to the pressure exerted by the sales- 
man, Jones finally buys a $7.50 item. 
again visits the store to secure a $15 wedding present. 
and finds, as he leaves the store, that he’s been per- 
suaded to spend $18 for the gift. Finally, when he ap- 
proaches the store contemplating the purchase of an 
anniversary gift, or a birthday gift, in which he had 
in mind the expenditure of $50, he finds that he has been 
sold an item costing $60 or $70. 

We assume that Jones has been sold quality merchan- 


Later, Jones 
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attractive item for only $4.50; his contemplated $15 
wedding purchase eventuates into a $13.50 buy, and in 
place of his $50 anniversary gift, he secures an excellent 
value for $45. 

Therefore, Smith’s psychological reaction is, “Every 
time I go into Lechenger’s, I save money!” 

The aim of the Lechenger management is to create 
ideal conditions where it is possible to feel at ease, in- 
spect the stock at leisure, and “to buy or not to buy,” 
according to the shopper’s mood. 

The store finds this policy to be a definite cure for 
the “returned goods” evil, a builder of firm and enduring 
friendships, and the creator of invaluable word of mouth 
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by C. A. LOEFFLER 





Lechenger's pioneered in wrought iron display fixtures. 


advertising of Lechenger’s as indeed a fine place to buy. 

To further the ideal of low-pressure selling, the man- 
agement attempts to create an atmosphere as pleasant 
as the living room in a hospitable home, with the comfort 
and desires of the customer always the first considera- 
tion. Even the smallest details that will further that 
end are carefully worked out. For instance, at frequent 
intervals, immaculate white-coated attendants serve ice 
water and cigarettes to all customers in the store, and, 
at the River Oaks branch, tea is served several times 
each afternoon. Graciousness, courtesy and friendliness 
are keynotes in the Lechenger policy. 

Ever since the store’s inception in 1881, much thought 
and effort has been devoted to the training of sales per- 
sonnel. L. Lechenger, founder of the business, con- 
stantly declared that “the highest compliment anyone 
can pay me is to walk through my doors,” and it was 
on this basis that sales people were expected to meet 
the customer. 

Sales psychology, too, is always kept in mind. For 
example, in determining the customer’s basic wants, the 
salesman, after greeting the customer and listening at- 
tentively to his request, lays out three articles, but prices 
only one. The customer’s attention is thus fixed upon 
this one item, and, if he is interested and in a buying 
mood, he gives evidences of this interest that are un- 
mistakable to the trained sales person, thus greatly 
simplifying the sales process. 

Since much of the jewelry business is concerned with 
the sale of gifts, Lechenger makes every effort to see 
that not only is the donor pleased, but the recipient as 
well. To this end, great stress is laid on packaging. 

“It matters not what the price of the article is,” said 
RK. B. Lechenger, “we believe that a package going out 
of this store should be so lovely that its first impression 
is bound to be pleasing. And a gift thus wrapped is not 
only doubly appreciated, but is a splendid type of adver- 
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tising, for, in a subtle way, it conveys the prestige and 
the dignity of the store itself.” 

Enclosed in each gift package is this message to the 
recipient: ‘““You have just unwrapped a gift selected 
from L. Lechenger’s by someone who wishes to make 
you happy. 

“It is our sincere wish that this gift has been so 
beautifully wrapped that it is worthy of the sentiment 
of the sender, and, is a credit to the prestige of this 
great store. 

“You pay us a gracious compliment every time you 
let us be of service to you.” 

A 50c. purchase is wrapped with just as much care 
as would be observed with the most expensive piece of 
jewelry. 

The customer is encouraged to visit the store as often 
as possible, since this leads to friendly relations and lays 
the groundwork for much future business. “I would 
rather have a man come in 100 times and spend only 
one dollar on each visit, than have him come in only 
once and spend $100,” Mr. Lechenger said. 

The advertising policy is dignified and conservative, 
in keeping with the high traditions of the establishment, 
and all copy must hew strictly to the line. A Lechenger 
advertisement must mean exactly what it says. 

The tone in which Lechenger’s merchandising is con- 
ducted is typified in the mailing piece which the store 

(Please turn to page 91) 


Stressing attractive gift wrapping, Lechenger's en- 
closes in each package a message, like the one below, 
for the recipient of the gift. The store's message to 
prospective brides simulates a wedding invitation. 
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JEWELRY 


Seeing’s believing—and the fashion show is 
where the “right”? people can be made to 
feel the glamour of today’s jewels. A trained 
publicity woman tells how to work with the 
papers, clubwomen and other merchants, 
for a successful, gem-studded style show 





by SOPHIE GOODE 


S press agent for Edmond Frisch, Park Avenue 
jeweler, whose ultra conservative and exquisite 
little shop harbors so many fine pieces—I’ve learned 
one thing—that jewelry must be seen to be appreciated! 
No amount of superlatives or talk of karat-quantities 
can impress the potential purchaser so much as a good 
look at the jewel in question. Second to being seen, it 
must be seen by The Right People—that is people who 
are themselves logical customers or people who are in 
a position to influence logical customers. 

With that idea in mind, I’ve tried to get Mr. Frisch’s 
jewels seen rather than written about. I’ve gone back- 
stage to the Morosco theater taking diamonds to be 
photographed on Gertrude Lawrence, wearing the gown 
she had designed for the Beaux Arts Diamond Ball. 
I’ve taken jewels to Tallulah Bankhead’s Elysee apart- 
ment where Jerome Zerbe turned his candid camera on 
jewel-decked Miss Bankhead for Cue magazine. Even 
McClelland Barclay has stood by, brush in hand, while 
I arranged a tiara on the head of a pretty John Powers 
model. After a year of playing messenger-boy-for- 
millions, I am now convinced that fashion shows are 
among the most valuable media for showing to logical 
customers a client’s fashionable merchandise. 

Next best to having your prospect try on the jewelry 
in your shop is to have her see the jewelry worn by a 
lovely model wearing lovely clothes. Added to which 
is the economic factor—that if Mrs. X is willing to 
spend $2.50 for the special table d’hote luncheon, she 
probably wouldn’t find a $250 bracelet beyond the 
realms of possibility. 

The procedure is one that differs only slightly in 
accordance with the size of a city’s population. Every 
city, large or small, has at least one newspaper. Every 
city has a department store that places advertising in 
the local newspaper or newspapers. Every city has 
charitable organizations . . . all the way up the scale. 
from the Ladies’ Aid to the Junior League. All these 
qualities interlink to provide a well publicized, fash- 
ionably attended fashion show. 

Tirst of all, the jeweler should be on good terms with 
the local fashion editors. These editors know the news 
in advance and can tip him off about what’s coming up 
on the fashion calendar. Second, the jeweler should 
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On Parade! 













Unusual ways of dramatizing jewels interest the audience 
and provide the press with "copy." The clip on the hat, brooch 
on the fur scarf and bracelet over the long glove make news. 

















Jewelry should be exaggerated in a fashion show, in order 
to be seen by the entire audience. It is advisable to 
use more and larger pieces than you would in real life. 


contact the publicity or advertising director of the local 
department stores and specialty shops. He should point 
out to them the way in which real jewelry can multiply 
the prestige of their ready-to-wear merchandise. He 
might illustrate how leading New York designers insist 
that their clothes be shown with real jewels for decor 
...on a “the best is none too good” principle. Simul- 
taneously he should explain to the shop that if his 
jewelry is used in their shows .. . he in turn will, when 
opportunity arises, use their merchandise (with credit) 
in his window displays. 

When the fashion show is being arranged, the jeweler 
should work actively and sincerely towards its success. 
He should be willing to send out invitations, or have 
invitations sent out, to his customers. He should insist 
that his jewelry be given mention in the invitation. 
When selecting the aciual jewels to be used in the fash- 
ion show, he should attempt to paint some jewelry 
“picture.” Not just a glittering splash of precious 
stones! But a theme! that a fashion commentator can 
talk about . . . that a fashion editor can report. Per- 
haps he’ll decide to show only gold jewelry . . . provid- 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1940 


61 


ing an angle that “‘pink gold settings created a fascinat- 
ing contrast against the new brown costumes for fall’ 
or he might do the complete show in semi-precious 
stones—‘‘aquamarines and tourmalines winked against 
the new pastel prints for Palm Beach wear.” Every 
jeweler has resources from which he can supplement 
his stock for a particular showing. New York manu- 
facturing jewelers are only too happy to send their 
pieces, if they’re shown to well-to-do prospects. 

After choosing jewels with “story” interest, the 
jeweler should then think of unusual ways of dramatiz- 
ing the jewels, to catch the audience’s interest. Jeweled 
clips may be worn in a hundred and one ways other 
than just clipped to a lapel. Try one outlining the 
brim of a big off-the-face Breton sailor. Show clips 
worn on big handsome antelope handbags. Show them 
against furs. Show how they may be worn a la Lillian 
Russell, in the new pompadour hair styles. Use more 
and larger pieces than you would in real life. 

Insurance details are, of course, well understood by 


jewelers. For insurance reasons you must plan in ad- 
(Please turn to page 84) 
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Twelve Ways 
To Prevent 


Shoplifting 


By LUCIUS S. FLINT 


O jeweler can ever hope to build a 100 per cent 

security guard against shoplifters. Occasionally, 

the most careful manager will find himself victimized by 

an exceptionally clever crook. But it’s safe to say that 

at least 75 per cent of the routine shoplifting which goes 
on in jewelry stores today is preventable. 

There are three things the jeweler must do in a suc- 
cessful campaign against shoplifting: 

1. See that the sales force is alert to the theft danger 
and that its members make it almost impossible for shop- 
lifters to get away with valuable merchandise by proper 
stock arrangement and careful observation of customers. 

2. Drive off would-be thieves by letting them know 
that they are being watched. 

3. See that the store acquires a reputation in the un- 
derworld as a good place to stay away from. 

In order to apply these precautionary measures with 


62 














Even if you've seen a shoplifter steal from your stock, 
hold off action until he has left the store; then call 
a policeman and ask that the suspect be searched 


greatest effectiveness, the jeweier must know some of 
the favorite tricks of thieves and be prepared to mect 
them. The following rules, provided by Capt. Ted Sy- 
man, head of the Syman Bros. Jewelry Co., Denver, and 
a staff expert of the Denver police department, provide 
a good guide: 








MAKE SURE TRAYS ARE FULL 


1. In showing rings, fountain pens or other similar 
items, see that the trays are full before they are placed on 
the counter. Thus, if a vacant spot appears in a tray dur- 
ing the transaction, the merchant knows immediately that 
something has been stolen. Most thieves are wise to the 
effectiveness of this precaution and won't take chances 
on stealing an object from a full tray. 


LOCKED COUNTER CASES FOIL THIEVES 

2. When displaying fountain pens and other similar 
objects in counter-top cases, make sure that the keys are 
removed from those cases. Cases of this type are too 
bulky to be carried out intact, but if left unlocked, 
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thieves will sometimes succeed in pocketing two or three 
pens. 
NEVER LEAVE CUSTOMERS UNWATCHED 

3. If it is necessary to leave a customer at any time 


while showing valuable merchandise—to answer the tele- 
the salesman must signal someone 





phone, for instance 
else in the store to “keep watch” while he is gone. The 


second man can readily do this without offending even 
the most honest customer, merely stepping up and asking 
if he can be of assistance while Mr. So and So is away. 
It’s a good idea to have a verbal or hand code arranged 
among the salesmen for signaling each to such duty. 
Clever thieves have been known to have a confederate 
phone the store and ask for certain individuals at pre- 
designated times to get them away from the showcases 
so that merchandise may be stolen. 








"BACK-BITING" IS COSTLY 

4. Have your small merchandise arranged in such a 
way that it is never necessary to turn your back on a 
customer. A favorite trick of shoplifters is to ask to see 
a variety of merchandise for comparison. When the 
salesman turns his back or bends over the counter to get 
the third or fourth piece of merchandise, the shoplifter 
will pocket one of the earlier showings. Some particu- 
larly expert crooks will try to get a salesman confused 
by changing his mind two or three times as to what he 
is interested in. After a clerk has placed an object back 
in the case, he will decide that he wants to see it again, 
repeating this process with two or three different things. 


CLOSE CASE DRAWERS PROMPTLY 


5. If possible, avoid waiting on customers near the 
ends of showcases. Where two showcases are run end to 
end along the wall and there is a narrow aisle between 
them, shoplifters will sometimes trick a salesman into 
turning his back, then, stepping into the aisle between 
the cases, will slip deft hands into the open drawer of 
a case and pocket valuable merchandise. It is of utmost 
importance to close case drawers immediately. 


SHOW ONLY ONE WATCH AT A TIME 


6. Show only one watch at a time to any customer. If 
you make it a habit to replace the first watch when you 
take out the second one, you will soon do this in such 
an automatic way that honest customers won't take any 
offense whatever. 


KNOW STOCK QUANTITIES 

7. In showing trays or boxes of very small items 
such as perfumes, make it a point to keep a known even 
number in each unit. As one bottle is sold, replace it 
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promptly. Here, as with the fountain pen tray, the full 
stock discourages the shoplifter and gives the merchant 
an immediate tip-off if he does steal merchandise. 





GUM-CHEWERS HAVE A SNAPPY TRICK 

8. In showing loose stones, beware of gum-chewers 
or candy-eaters. A thief chewing gum will sometimes 
slip an unmounted stone into the wad of gum and affix 
the valuable wad to the underside of the case. If ac- 
cused of the theft, he'll be in the clear because the dia- 
mond won’t be found on him. Later on, a confederate 
will visit the store, ostensibly to look at merchandise, and 
recover the diamond-laden gum wad, whose location has 
been described to him by the first thief. A person eating 
chocolates will sometimes press an uncut stone into the 
bottom of a piece of candy, smoothing over the chocolate 
with his thumb. 


ROWDY YOUNGSTERS SOMETIMES "TRAINED" 

9. Keep an eye on customers who are accompanied by 
bothersome children. Some thieves have children trained 
to run around the store and pick up everything in sight, 
making a general nuisance of themselves. The function 
of the child in this case is to distract the attention of the 
salesman so that the adult who accompanies him can 
steal merchandise. 














BE SUSPICIOUS OF BUTTER-FINGERS 

10. ‘““Butter-fingered” customers bear watching. A 
clever thief will sometimes pick up a ring and then pre- 
tend to drop it on the floor. Actually, he has a long 
strand of rubber, running down his sleeve. To the end 
of this is attached a little clip. While pretending to 
drop the ring, he fastens it to this clip. The rubber 
band carries the stolen ring up the thief’s sleeve. The 
shoplifter then proceeds to help the jeweler hunt all over 
the floor in search of the ring, remaining in the establish- 
ment long enough to completely allay suspicion. 


FOUR EYES ARE BETTER THAN TWO 
11. When showing particularly valuable merchandise 


to any person who appears even faintly suspicious, signal 
(Please turn to page 89) 














1. What the customer had—Jewelry that was 
glamorous in the twenties, but so out of fash- 
ion today that the owner seldom wore it. She 
was readily responsive to the suggestion of 
creating from them a thoroughly modern 
piece which she could be proud to display. 













3. What the customer owns today—A mag- 
nificent, high style, three-dimensional brace- 
let that flatteringly employs the same stones 
formerly shown to poor advantage in the old 
bracelets, bar pin and rings, pictured above. 















HE metropolitan jeweler’s repair department, 
instead of being merely an accommodation and a 
steady source of grief, can be made one of the most suc- 
cessful merchandising units of the store, once adequate 
selling methods are brought into its operation.” That’s 
the theory on which the Jaccard Jewelry Co. of Kansas 
City, Mo., has operated on for over 25 years. Their 
repair department is outwardly insignificant, as are most 
similar shops. Yet this section’s sales of jewelry repre- 
sent a steady 20 per cent of the entire store’s volume. 
Intelligent handling of the multiple sales opportunities 
which present themselves in the passage of jewelry 
through the store is one of the assets on which Jaccard’s 










2. What Jaccard's suggested could be made 
from her oid jewelry. Roy Latham, student 
of design and salesmanship, prepared this 
sketch, and sold the customer on the desir- 
ability of using her gems in a new creation. 


by ROBERT A. LATIMER 


banks this unusual success. Careful and systematic fol- 
lowups of leads is another. But, in the main, the story of 
how this Kansas City jewelry company built so stag- 
gering a volume from a comparatively unimportant de- 
partment is the story of Roy Latham, vice-president of 
the store, and manager in charge of special orders. 
Through an adept creative sense, long years of hard 
plugging away at his customers, and a_ psychological 
theme of selling, Mr. Latham has become an important 
figure in Kansas City social and jewelry circles alike, 
because of the prominence which his jewelry designs 
have reached. 

Mr. Latham began his connection with the Jaccard 
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store over 25 years ago in his present capacity, and 
although numerous other departments have demanded his 
services, he has been constantly occupied with the repair 
department. This section occupies less than 5 per cent 
of the total floor space of the store, at the rear of the 
watch department. There is a desk for repair orders, 
and another for management. That’s all the section 
amounts to physically—yet the business which flows over 
its single counter would do credit to the largest diamond 
department in the store. 

Briefly, Mr. Latham and his staff of five saleswomen 
use the repair department as an effective avenue to sales 


of fine, personalized, custom-made jewelry pieces. With 
the thousands of repair orders which come over the 
counter are thousands of opportunities to suggest re- 
modeling of rings, bracelets, necklaces and clips, which 
Jaccard’s is quick to take advantage of. Customers know 
and appreciate the service the store offers, all of which 
is directly in Mr. Latham’s own hands. For, in addition 
to operating the department from a business standpoint, 
Mr. Latham is an adept creator of jewelry designed to 
harmonize with the wearer’s personality, and has de- 


signing talent which makes the department a place of 
interest to every discriminating owner of fine gems. 
Lvery customer who brings in an old-fashioned piece 
worthy of a better setting, is approached immediately on 
the idea of resetting it, or a complete new design to fit 
any type of requirement. 

Naturally, in becoming both skilled designer and pro- 
ductive merchandiser, Mr. Latham had to acquire techni- 
cal knowledge in two separate and distinct fields. For 
years he has followed with keenest attention every im- 
portant development in jewelry design in this country 
and abroad, and thus has constantly kept in the swim of 
current style. Taking courses in salesmanship polished 
his ability to sell what he designs. 

Thus, Mr. Latham has solid footings for interesting 
the prospect in the redesigning of her old jewelry, and 
then for furnishing a style that is bound to please. 

Although the number of prospects naturally varies, 
on the average, Mr. Latham designs a new jewel creation 
every day of the week—and has often sold pieces to the 
same customer several times in the course of a decade. 
His orders come from foreign countries as well as the 
United States, and cover a vast field of materials. One 
order of recent years was for $39,500 worth of redesign- 
ing of diamond pieces for a single customer. Others 
range through $14,000, $10,000, and many at $5,000— 
many in four-figure brackets coming in through each 
year. On the other side of the ledger, the repair depart- 
ment handles jewelry at costs of 25 cents. There is no 
wider field for promotion, Mr. Latham is convinced—and 
his merchandising methods are based solely on the idea 
of modernizing older styles of jeweled pieces. 

Most important in pulling this type of business is con- 
fidence and trust between customer and the store backed 
up by salespeople trained to sense the possibility of a 
‘special order” when making the original contact with 
the customer. The people who make up his staff are all 
veterays at this, two having been with the repair depart- 
ment 15 years. Inasmuch as the sale of a new design 
is actually made during the first few moments’ conversa- 
tion, Mr. Latham has schooled his staff to putting the 


maximum of appeal to the customer into their approach 
(Please turn to paye 85) 


Another study in contrasts, before and after Jaccard's wide- 
awake repair department enthused a customer into remaking 
her jewels. Left, bar pin and bracelet of dated style; though 
mounting fine diamonds and of good workmanship, these 
pieces are prosaic and unimaginative today. Below, the flowing 
curved clip-brooch designed by Mr. Latham, using many of the 
diamonds from the old pieces, and in add'tion new baguettes. 
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The wheel, operated by motor shown at the right, displays 
jewelry appropriate to fashionable designs cut out from 
style magazines. Fall fabrics line the back of the window. 





Fashions, Birthdays. Hostess Gifts! 


Three crowd-stopping window displays featuring fall styles, 


September birthday gifts and hostess remembrances. 
Outlined by Robert M. Jordan, sales manager, Osthy & Barton Co. 


URING the fall months, with their accompanying 

increase of sales, your windows become more im- 
portant than ever as a medium of attracting customers 
to your store. 

Very careful plans should be made as to the manner 
in which you are going to handle your window treat- 
ments. It will pay you to put in extra time, possibly a 
little extra expense, to be sure that you have just the 
right windows to bring the maximum results. 

Three separate, distinct display ideas are suggested 
here for your windows during this month. You will 
find that they can be installed easily and at a moderate 
expense. 

The window above will be sure to catch the attention 
of every woman who passes your store whether she be 
the Colonel’s Lady or Judy O’Grady. There are few 
things that are so close to a woman’s heart as fashion 
and this window suggestion uses the appeal of fashion 
as its keynote. The background consists of an arrange- 
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ment of currently popular dress materials draped from 
the top of the window to a point in the center of the 
back of the window. These materials should be in the 
fashion colors of the season. Predictions are that black, 
red, gray and brown will be the most popular colors 
for the fall. However, you can verify this in your own 
community with your local department store. 

In front of this background, place a large circular 
disk about 30 inches in diameter, which can be made to 
revolve slowly by the use of a belt and a small toy 
motor. The small insert sketch indicates the mechanics 
of this arrangement. Only half of the wheel appears 
at a time above the top step of your window. This 
disk should be divided off into sections and in each 
section, paste on a pertinent fashion note which can 
be cut out of Vogue, Harper’s Bazaar, Mademoiselle 
and Glamour. For instance, one section might indicate 
an evening costume, another a sports costume, another 
an afternoon dress, etc. 
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About 16,000 birthday gifts are 
presented each month in a town 
of 48,000 people. Calendar, 
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tions will help your store win a 
profitable share of this impor- 





tant business. 



































To each of these illustrated sections, attach a piece 
of jewelry from your stock that is applicable to the 
particular fashion illustrated; such as a lapel pin with 
the sports costume, gold bracelet or necklace with a 
black afternoon dress. Similar arrangements can be 
worked out for each section of the wheel. 

Above the wheel on a banner, have the copy “The 
Wheel of Fashion” and on a neatly lettered card on one 
of the steps below the wheel have the copy “Jewelry Ac- 
cents for Fall.” Around this have properly arranged in 
other sections of the window, pearls, sterling silver 
jewelry, rings and costume jewelry that you may carry. 

You will find that once you have a wheel arrange- 
ment like this that you can use it effectively time and 
time again by simply changing the illustrations. 

As a second suggestion for this month, your atten- 


The large-size "thank you for our nice time" note in the rear of 
this window will remind recent quests to send their hostesses an 
appropriate gift, such as the silver, china, glass and giftwares 
suggested on the steps of this timely, easy-to-make display. 
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tion is called to the window idea at the top of this page. 
Birthdays represent a tremendous sales potentiality. 
Have you ever stopped to figure how many people in 
your community have birthdays during any one month 
and what those birthdays mean in the way of sales? 
For instance, supposing you are in a community of 
48,000 people. This means that there is an average 
of 4,000 birthdays every month right within your shop- 
ping area. The average person receives about four gifts 
on his birthday. This means that each month, there are 
about 16,000 purchases made just for birthday gifts. 
Unless you are taking aggressive steps to get a good 
share of this birthday gift business, you are overlook- 
ing a real opportunity to increase your sales volume. _ 
The window idea at the top of the page will help you 
get more of this business. It is simple to install and 
very inexpensive. Get one of the largest calendars you 
can find. Paste the month of September on easeled 
cardboard and set on the top step of your window. 
Above this either on a streamer or cardboard back- 
ground have the words, “Who’s Having a Birthday?” 
Directly below the calendar have another small card 
lettered, “The Sapphire Is the Birthstone for Septem- 
ber,” and arranged around this card have various styles 
of birthstone rings with the September stone, in various 
price ranges. Spotted around the window and in various 
arrangements have attractive and novel birthday cards. 
You might even offer to give away a birthday card to 
anyone who comes into your store. You can buy these 
in quantity inexpensively and the sales that will result 
from getting customers into your store will more than 
justify the expense of offering the birthday cards free. 
In addition to rings, display watches, bracelets, com- 
pacts, necklaces, pearls and other personal items suit- 
able for birthday gifts. 
It would pay you to have a definite plan to install 
(Please turn to page 90) 
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Much modern silverware has design elements borrowed from the cabinet-work of Adam, Hepplewhite 
and Sheraton, and patterns that are fully in the spirit of these periods are found in all of the quality 
makes. Space, however, limits the showing to one example in sterling and one in plate for each style. 
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Knowing Yesterday’s Designs 
Sells Silver Today 





Interiors of many fine modern American homes are furnished 
in the style of Adam, Hepplewhite or Sheraton, the great 
masters of eighteenth century design, whose styles, because 
of their natural harmony, are often combined in one deco- 
rative scheme. Fortunately, many contemporary silver pat- 
terns use authentic motifs of this period, and thus harmonize 
perfectly with dining rooms similarly decorated. This article 
will help John Jeweler guide his customers in choosing 
sterling or plated patterns that are fully in keeping with 
the lines and ornamentation of these furnishings. Author of 
this series, Belle Kogan, is a brilliant designer of silverware. 
artwares and other decorative objects. 





BELLE KOGAN 








Part V--Later Eighteenth Century Influences on Silver Design 








OLLOWING Chippendale as a pace-setter in fur- 

niture and furnishings of the 18th Century came the 
four brothers Adam. Through these brothers, the classi- 
cal influence, introduced by the excavations at Hercu- 
laneum and Pompeii, came into England. As the brothers 
Adam were architects, their design ideas affected as much 
the actual shape of rooms as decorative furnishings. They 
effected the change from the rectangular high-ceilinged 
symmetrical room to the circular, oval or octangular 
room. Decorative motifs correspondingly followed the 
curved line, and were richly applied to ceilings, walls, 
mirrors, furniture. Straight and structural lines deftly 
combined with circular and oval marked the Adam fur- 
niture, which was developed not only in mahogany but 
also in tulipwood, satinwood, ebony, holly and pine. 

The great painters of the period—Reynolds, Gains- 
borough, Romney—were represented as part of the decor 
of nearly every well-to-do English home. Not only did 
paintings decorate the walls, but furniture also was em- 
bellished with paintings, as well as with Wedgwood 
plaques, mirrors, and marble. Characteristic decorative 
motifs used by the brothers Adam, and freely borrowed 
for silverware design, are the vase, the urn, swags of 
flowers or drapery, animal heads or feet, and such classi- 
cal motifs as acanthus leaves, pineapple and roses. 

The next great name of the period whose creative 
cabinetmaking was responsible for a distinct style was 
George Hepplewhite. Taking his inspiration from the 
French of Louis XVI, Hepplewhite produced furniture 
that stressed the curved line, beautifully proportioned 
furniture that was graceful and light in feeling. Most 
outstanding were his chairs, and from their varied types 
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of backs, such popular motifs as the shield, the Prince 
of Wales plumes, the interlacing heart, and the medallion, 
have been derived. 

Significant of the widespread use of fine silver, linen 
and china was the development at this time of the 
eighteenth-century sideboard which served not merely as 
a serving table, but contained added compartments for 
the storage of dining accessories. Like Chippendale, 
Hepplewhite authored books on furniture design, leaving 
a permanent record of the period. 

Thomas Sheraton, a contemporary of Hepplewhite, 
was the third of the great English cabinetmakers of the 
18th Century. Sheraton, too, was inspired by the French 
and also used the light scale and delicate proportions 
that make the furniture of this time seem so well-suited 
to our present-day living quarters. Sheraton stressed the 
straight line, with accent on form rather than on decora- 
tion. His chairs and sofas showed great originality, and 
as motifs he used the fret, the vase and lyre, the broken 
curve and such details of the cabinetmaker’s art as reed- 
ing, flutings, spirals and turnings. 

Light, delicate colors in fabrics, smaller scale and 
more grace in designs naturally accompanied the intro- 
duction of the furniture styles of Adam, Hepplewhite 
and Sheraton. As England grew into an empire, life 
expanded for the subjects of the crown and gracious liv- 
ing extended its orbit to include more and more of the 
middle-class people. 

No succeeding period has challenged the great wealth 
of decorative material which sprung from the 18th Cen- 


tury. In the majority of American homes today, furni- 
(Please turn to page 106) 
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® Bleached American walnut cases 
provide a handsome setting for sil. 
ver hollowware and metal gift. 
a - : wares in the magnificent new store 
5 aids : a , of Joseph and Leo Granat, at 
” a. ate ee: ree gre = 7° ie Geary St. & Grant Ave., San Fran. 

: : a ae ale es ‘ cisco. The floor coverings and 
walls are in light pastel shades, 





Granat’s— 





Elegance 








and 


Simplicity 





© Waist-high windows, running the 
full length and breadth of the 
building invite attention and at 
the same time provide consider- 
able daylight to the store interior. 


® These sumptuous booths, an in- 
genious innovation, promote lei- 
surely inspection of merchandise in 
the main salon. High ceilings, wide 
aisles, subdued lighting and rich 
carpeting also contribute to a 
fine atmosphere of subdued luxury. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 





Offices: New York, 630 Fifth Ave. Chicago, 35 East Wacker Drive 
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a these days, are wearing their 
colors, so to speak, on their sleeves, and patriotic 
jewelry is finding a ready sale. Quick to respond 
to the demand, manufacturers are supplying mini- 
ature flags, tri-color bowknots, representations of 
Betsy Ross, the Liberty Bell, the American eagle, 
military insignia, Washington’s head, the Capitol, 
Independence Hall, “God Bless America,” the na- 
tional shield, and other typically American themes, 
in buttons, brooches, pins, bracelets, cravat chains. 
key chains, compacts, cigarette cases, and the like. 

Shown on these pages is a representative cross- 
section of popularly priced jewelers’ quality patri- 
otic goods. Each item is numbered, and the key 
indicates the maker and price of each object. 

(Please turn to page 74) 
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Who Makes Them 


1, 2, 3, 4. American eagle 
brooch, sterling, $4; Liberty Bell 
brooch, sterling, $4; red, white 
and blue enamel and sterling sil- 
ver ring, $1, and 14-K charm with 
hand-painted American flag un- 
der crystal, $12, Walter Lampl. 

5, 6, 7, 8. Flag button, $2.50; 
cravat chain with Liberty Bell em- 
blem, $1; patriotic shieid button, 
$1.50, and cravat chain with ''God 
Bless America'' emblem, $1, Irons 
& Russell Co. 

9, 10, Il. Flag pins, enamel and 
gold plate, J. M. Fisher Co. 

12. Sterling silver and hard 
enamel flag button, from an at- 
tractive counter card of 12 but- 
tons, R. F. Simmons Co., $.50. 

13. Enamel flag and two-tone 
gold brooch, Louis Stern Co., $2. 

14. Chain and locket containing 
enamel flag applied to mother-of- 
pearl, Ripley & Gowen Co. 
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Now, more than ever, 
RONSON TABLE-LIGHTERS, 


\ Steadily Increasing in Public Favor, 





Are Important Profit Makers for You! 
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RONSON table-lighter sales keep going up and up. 
Because @ They’re superb-looking, modern, prac- 
tical conveniences. True table jewelry. @ Every 
home and office is a natural prospect for not only 
one, but several table-lighters. @ ronson table- 
lighter publicity constantly appearing in national 
magazines and daily papers, as well as the nation- 
wide, continuous RONSON advertising campaign 
are making more and more people “table- lighter 
| om ok F conscious.” 

FREE! ris tenuis pr pron O E BEDRO conv “" And don’t overlook the fact that every RONSON 

ieee fad ea Mee Yon e Nis a a an bed: table-lighter sold for home or office use “‘paves the 

City. Handsome enough for any jew- 00 a .¢ you Te ers, 12°: way” for numerous Ronson pocket-lighter sales. 


p onda windows or aonpg 4 and will in- \ 

luce many customers to buy RONSONS Ppoc ine j i i 

po a ea gelled There may t om ae When one considers the highly practical advan- 

._ The illustrated folder for your mail- y+ spare rn cies, ete tages RONSON lighters offer the public in such hand- 

ings tells why homes and offices should Ae ; c s\s, V2 . wi lg 

use RONSON table-lighters. It will send at indisPen® some models, it is simple to understand why many 
an 


many customers into your store. : “ : ° 
jewelers say “I only wish all my merchandise were 
as easy to sell.” 


[---------------- 


RONSON, Newark, N. J. 


: 5t0Ow" 
WwW b ae R N S 
S. Ronse: 
Please send me information regarding FREE dis- = ae Oe NS n k . J. rt in t 
play card and folders to help boost my RONSON G 6 News every 100 
table-lighter sales. t. . et met 
AG rt F 
j jewelers 
a But 00. 
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| 
a 30. 
Ce ee a 4s. $2-99 - . WORLD'S GREATEST LIGHTER | 
" Sse 
Rieeseldew aussie acalvawsneacmeeeww uses a xpidit, ®- a onstitd! i TRADE MARK REGISTERED 
an 
j 
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Art METAL Works, INc., Offices and Factory: Aronson 
" > |. Sq., Newark, N. J. Canada: Dominion Art Metal Works, 
See the complete and exciting RONSON lines for 1940 —— Ltd., Toronto. England: Ronson Products, Ltd., London, 
through your jobber or at these permanent display % f W. C. 2. 
ogg York: 347 Fifth Ave.; Chicago: 36 So. —— Be sure to let customers know RONSON has an exhibit at 
Ro t.; Los Angeles: 728 So. Flower St. ’ the N. Y. World’s Fair, Store No. 1, Academy of Sports, 
ONSON Exhibit at Parker House Gift Show—Suite 4 - Constitution Mall 
505 and 507 at the Parker House, Boston, Massa- ' . 
chusetts, Sept. 9 to Sept. 13. 


U. S. Pats Re. 19,023— 1,986,754; Canadian Pat. Nos. 288,148—289,889— 
849,108; British Pat. Nos. 291,695—435,667; Other Pats. and Pats. Pending 













This is only one of a continuous stream of equally strong, national 


SON ads read by many millions. A portion of these millions 
live in your town and are “‘all-set’’ to be shown and sold RONSON 
both table and pocket models. (Life, September 23rd, 1940.) 






Jewelry Reflects Mounting Patriotism 


(Continued from page 72) 


Who Makes Them 


15, 16, 17. Tie clip, cravat chain 
and key chain, yellow gold plate, 
enamel flag, Swank Products, $1. 

18, 19, 20, 21. Gold plated mili- 
tary pins, $1.50 each, and sterling 
flag pin, $1.25, White Mfg. Co. 

22, 23. Sterling key chain with 
enamel flag emblem, $3, and 
sterling bill clip with enamel flag 
emblem,$4.20, Chas. Thomae & Son. 

24. Patriotic compact in tri-col- 
ors, with flag blue black, white 
sides and flag red cover, orna- 
mented with United States em- 
blem in antique gold; gold-plated 
engine-turned interior, fitted with 
sifter and puff, $6. Matching cig- 
arette case, $7. Evans Case Co. 

25, 26. Chain tie holder and 
cuff link sets, ornamented with 
enamel flag and ‘'God Bless 
America" inscription, $5.50; and 
raised American eagle and Lib- 
erty Bell, $5. Jacques Kreisler Corp. 
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WUMbES 


Reg. U.S. Pat. OF 


THE WORLD'S MOST HONORED WATCH 





ERNEST C. QUIGLEY 
Supervisor 
National League Umpires 


Says, “Longines Watches are the standard 
watch for sports timing in all fields. We 
solved the timing problem for baseball when 
we adopted Longines Watches for the use 
of all umpires.” 








All umpires of both American and 
National Leagues use Longines Watches 
exclusively for timing all major league base- 
ball games...including the World Series 





Longines-Wittnauer jewelers are participating in the interest aroused by 
the adoption of Longines Watches for the use of all major league base- 
ball umpires for timing the games. Longines Watches will be used by 
all the umpires officiating at the World Series games. Special window 
display material has been furnished and special tie-in announcements are 
being used on Longines-Wittnauer radio stations. 


It is significant that practically every major amateur and professsional 
sports event of 1940 has been timed with Longines Watches. It is self- 
evident that the skill, experience and workmanship necessary for the con- 
struction of high precision timing watches are reflected in the greater 
accuracy of every Longines Watch, at any price. 


Longines is the one fine watch that 
no fine jeweler can afford to be without. 


LONGINES-WITTNAUER WATCH CO. Inc. 


580 FIFTH AVENUE NEW YORK, N. Y. 
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Because subur- 
ban shoppers sel- 
dom come in, the 
first time, to buy 
a watch, Poertner | 
displays watches 
alongside spot- 
purchase items, 
such as ‘costume 
jewelry. 


URE, big city downtown stores are magnets for 

trade, but neighborhood, suburban and small-town 
jewelers can demagnetize a lot of this business and win 
substantial sales that otherwise would have been pulled 
away from them. 

“Neighborhood shoppers ordinarily aren’t geared be- 
yond the spot purchase of a dollar or two,” says George 
Poertner, whose jewelry store at 4030 W. Florissant, 
in a suburban neighborhood of St. Louis, must compete 
in its own area with the drawing power of many large 
downtown jewelers. 





Silver buyers can't fail to see watches, here 


This Suburban Jeweler Knows How 
To Sell Watches to His Neighbors 


76 








by BILL McDONALD 





“They're thinking of small, routine purchases, like 
groceries and household items. When their minds turn 
to jewelry, they usually want costume items, toiletries, 
pens or dollar watches.” 

Nevertheless, Poertner’s Jewelry sells a lot of watches 
at $25 to $50. 

Window displays, based upon the observations just 
noted, switch shoppers’ thoughts and attention from 
dollar- and two-dollar items to watches. One of the two 
windows, for instance, may be featuring moderate-priced 
plated silverware, and the other window, costume jew- 
elry or pottery—but a number of watches will be found 
spotted in advantageous places, in both windows, at all 
times. A current display of new watches invariably 
forms part of both windows, intermingled with showy 
merchandise of considerably lower price. 

“The advantages are obvious,” says Poertner. “Watch 
straps, alarm clocks, costume jewelry, plated ware or 
other things which neighborhood shoppers need and are 
geared to buy on impulse, attract the eye of persons who 
might contemplate the purchase of such items, while 
they probably would turn away from a large display of 
watches, simply not being in the mood to consider a 
major purchase. 

“Once attracted by the routine window, however, 
their attention cannot fail to fall on the timepieces dis- 
played with the rest of the merchandise.” 


This same technique has been applied to interior and 
(Please turn to page 90) 
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TO FALL BUYING 


Fashions flare—and fade. Modes change as 
rapidly as moods. But even in a world of 
fickle tastes— 

MIKIMOTO CULTIVATED PEARLS 
representing beauty that is eloquent and 
eternal—remain permanent favorites of re- 
tailers and consumers. Highly prized since 
1894— today the MIKIMOTO seal is recog- 
nized as a guarantee of unvarying quality. 
And well it should be—for these pearls are 
grown in the living oyster by—MIKIMOTO 
—the inventor of cultured pearls under 
whose expert skill these gems have attained 
universal acclaim. If a visit to one of our 
offices is not convenient, we invite your in- 


quiry by mail. 


h. MIKIMOTO, Ine. 


630 Fifth Ave., New York 


55 E. Washington St. 209 Post St. 
Chicago San Francisco 
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New diamond interest—from swans, scales, blossoms 


INDOW displays devoted to diamonds—nature’s 





finest masterpieces—can capture every eye, radi- 
ate sheer beauty, and be long remembered like some 
exquisite painting or sculpture. 

But the highest-value display must tell a convincing 
sales message, as well as carry esthetic appeal, and 
William M. Schwanke, head of the Schwanke-Kasten 
Jewelry Co., in Milwaukee, Wisc., recently installed 
a diamond window that carried off top honors in both 
scores. 

Though the window was created during April, the 
month for which diamond is the birthstone, it would be 
equally appropriate at any season of the vear, because, 
after all, every month is diamond month. 

In the center of the window was a graceful balance 
scale, holding on one side a faultless gem of fine color 
and proportions, weighing 4.16 carats and priced at 
$4000. 
30 smaller diamonds, also weighing 4.16 carats, but 
priced at $1000 for the lot of them. 
price 


Balanced in the other pan of the scales were 


This contrast in 
the 
greater value which is attached to larger-size gems, 


showed observers at a glance immensely 
which, naturally, are much less frequently encountered. 

Toward the front of the window were four gardenias, 
cach in a crystal swan resting on a sterling silver plate. 
In the center of each gardenia rested a fine diamond, 
shimmering under the display lights like so many glori- 
fied drops of dew. Two of these four attractive com- 
binations of crystal, silver, flowers and diamonds may 
be seen in the photograph directly above, and one of 
them in enlargement at the right. 
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Display 


Diamonds 


by MARGARET S. WRIGHT 





























The price of each stone was displayed, so as to ac- 


quaint the observer with the price of diamonds, accord- 
ing to size. 

Directly, in the front center of the display, was a 
larger crystal swan holding eight white carnations 
massed together, making a fragile bed to enhance the 
effectiveness of a three-carat diamond, mounted in a 
simple platinum ring. 

Fresh gardenias and carnations were used, when the 
window was installed each morning during the two weeks 
that Milwaukee shoppers had the opportunity of seeing 
Fresh flowers are essen- 
tial in any display of the sort, Mr. Schwanke empha- 
sizes, because wilted or imperfect flowers would spoil 


this diamond-flower display. 


the message as much as a flaw would lower the value 
of a diamond. A diamond bracelet, several rings and a 
brooch were in the window. 

It was evident to observers standing outside that the 
display created, first, admiration for the originality of 
the idea, and second—and more important for sales 
study of the sizes and prices of the stones thus displayed. 
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You've seen and heard that diamonds are causing the 
biggest commotion in their history. But have you fully 
realized this?—that you are the “reliable jeweler” this 
great national promotion is talking about. 

Have you done your part — let your local friends 
and customers know? In the new Diamond Promotion 
Portfolio, illustrated above, you will find the ways to 
show your public that you are the focus of the adver- 
tising and publicity they have been seeing and hearing 
and talking about for over a year. DispLay MATERIAL, 
smart and timely sales aids for counters and windows; 


IN NINE MONTHS: 22 RADIO PROGRAMS ON 722 STATIONS ° 
88,000,000 ADVERTISING MESSAGES SELLING DIAMONDS FOR YOU! 


STORIES WITH 738 MILLION ARTICLES e 


for Yours This Month 


Reprints of the new 4-color famous-artist series of 
advertisements; Rapio Spor ANNOUNCEMENTS to run 
over local stations; Mats or Locat CAMPAIGNS to tie 
in your store with the national activity. Find out in 
the portfolio for how little you can obtain all of this 
beautiful, expertly prepared material! 

If you do not receive your free copy this month, 
write for it, mentioning your store position. Address: 
Diamond Promotion Department, The Reuben H. 
Donnelley Corp., 305 E. 45th St., New York. De Beers 
Consolidated Mines, Ltd., and Associated Companies. 


3500 MOVIE SHOWINGS ° 16,500 NEWS 
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® Window displays of colorful, low-priced costume pieces have induced 
many modest-income shoppers to make their first visit to Selle's store 


Costume Jewelry Appeals to Every Purse 


OSTUME jewelry, instead of being operated as 

a semi-profitable supplementary department, can 
be made the source of welcome extra receipts with a bit 
of timely merchandising, according to Oliver Selle, pres- 
ident of the Selle Jewelry Co., of St. Louis. 

Like many other first-class jewelry houses, Selle’s 
didn’t add costume jewelry to the store until compara- 
tively recent times, preferring to give the new field 
plenty of study before making it a regular promotional 
feature. A survey of his potential market, during which 
Mr. Selle questioned scores of women customers, con- 
vinced the management, and costume jewelry was put 
into the sales assets of the store last autumn, just a 
It has developed into one of the most con- 
sistently profitable departments of the Selle organiza- 
tion. 


year ago. 


The reason for the quick success of Selle’s costume 
jewelry merchandising is tied up in a three-point sys- 
tem of making the most of various appeals of the mer- 
chandise. 
promotion is used—instead, the management has been 
content to allow costume jewelry to sell on its own 


No newspaper advertising or any specific 


merits, while emphasizing the attraction of bright colors 
and novel designs entirely by window display. 

of Selle’s side the 
main arcade nave of the arcade building in which the 


Two windows, which face into 
store is located are always given over to costume jew- 
elry, featuring carefully chosen color contrasts and vary- 
ing price ranges which appeal to every pocketbook. The 
store has been careful to bring out that point—and thus 
attracts floor traffic of women who in all probability 
would never enter the store otherwise. 

“A drawback to costume jewelry merchandising in 
the reputable jewelry store is the fact that many jew- 
elers have reasoned that it has a ‘touch appeal’ and 
therefore place it on display atop the showcase in huge 


80 


amounts,” Mr. Selle said. ‘Whereas this may work 
with ten cent store and department store price mer- 
chandising, it has a bad effect on jewelry retailing. 
True, sales may be stepped up if the customer can pick 
up every piece of costume jewelry in the house and 
look it over closely—but in the long run this has a 
deleterious effect on the prestige of the store.” 

All costume jewelry, thus, is kept under glass at 
Selle’s, and displayed much as a fine cameo or diamond 
clip would be handled. The which 


pieces are shown features well-spaced display, a velvet 


‘ase in costume 
pad for contrast, and never gives the least impression 
of hodge-podge stock which is currently associated with 
costume jewelry at large. Thus, each piece has its own 
appeal. 

Recently a clever touch which aided in moving out 
all pieces shown concurrently was backing each costume 
jewelry piece with a transverse satin ribbon of deep 
purple—giving an “embassy” touch which made them 
eminently more desirable. With row on row of costume 
jewelry pieces clipped to white cards, with the purple 
ribbon running behind, a noticeable increase in the num- 
ber of persons who asked for a closer look at this and 
that piece was found. Moreover, there was little price 
discussion, and every item which has been featured in 
this way sold much more rapidly. 

Costume jewelry is displayed in the Selle store in one 
full four-sided case, one wall case, and the circular end 
frontage of another. It is grouped according to color 
and materials—one of pastel pieces, another of bright 
primary colors, and still another for silver, gold and 
other metal types. This aids immensely in making a 
selection, the store has found. Average unit sale is $3, 
although the store has a wide number of $1 pieces 
which are kept well to the fore as a means of creating 
store traffic. 
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From Coast to Coast— 


IMPERIAL CULTURED PEARLS are publicized to millions of 
consumers. Hundreds of newspapers and magazines have been promi- 
nently featuring the above illustrated beautiful $75,000 Pearl-set gown 
designed by Hattie Carnegie, New York—modeled by Hildegarde— 
and another Pearl-set gown designed by I. Magnin, Los Angeles— 
modeled by Rita Hayworth, and valued at $250,000. 


Additional millions of consumers continue to be tremendously im- 
pressed by our spectacular displays in the World of Fashion Building, 





New York World’s Fair, and at the Golden Gate International Expo- 
sition, San Francisco. 

IMPERIAL CULTURED PEARLS add a mark of quality and dis- 
tinction to the store that features them. Take advantage of the mar- 
velous opportunity of increasing your sales and profits with this most 
publicized line in America. Write to our nearest office for detailed 
information. 


IMPERIAL PEARL SYNDICATE 


607 Fifth Avenue, New York 


5 North ‘Wabash Ave., 
CHICAGO 





210 Post St., 
SAN FRANCISCO 


Division of The American Jewelers Bureau 
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Established 1866 








[AM 


608 Fifth Avenue, New York 





. . = Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 
64 West 48th Street London—23 Holborn Viaduct 
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Emerald Cut and Marquise 


DIAMONDS 


Rubies, Emeralds, 
Pearls 

















Star Rubies, 
Cat’s Eyes, Sapphires 





Star Sapphires, ranging in colors from exqui- 
site pale tones to deep blue—also mounted in 
cuff links, and in rings for men and women. 
Gems of unusual beauty and value—available 
from our stock at all times. We are prepared 
to cooperate with you, on whatever your re- 
quirements may be. 


JEROME 
CHHEIMER 


608 Fifth Avenue 
. New York 
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© New and timely, these sketches for jewelry were sent to this publica- 


ye e 
[0 UWTeS and tion by their Paris creators a short time before the French city capitulated. 
= A ® The cocktail box, upper left, cleverly uses the bust and arms of a girl's 


figure for the handle, and her wide skirt for the container. © The use of 


figures from the human, animal or mythological worlds continues through 

eads CW the other designs, four of which are brooches combining diamonds and 
u J colored stones with gold or platinum. © Old Father Time, himself, complete 
with beard, wings and scythe, appropriately figures in the novel sautoir at 

the bottom of the panel. @ These designs are reproduced from the latest 


ae. 
T 
In Hes] OT) Sy edition of “lV’Officiel de la Bijouterie et Accessoires,” French jewelry fashion 
ye 


service, with English text, copies of which are now available in America. 
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EMERALDS 
SAPPHIRES 


ae 8 


DIRECTLY 
IMPORTED 
FROM INDIA 


ocER WWURMSER 


ROCKEFELLER CENTER 
BIO FIFTH AVENUE 
NEW YORK 


CHICAGO LOS ANGELES 
a Oe KAZANJIAN BROS. 
55 E. WASHINGTON ST. 220 W. 5th STREET 











JEWELRY ON PARADE 

(From page 61) 
vance to have the minimum number of exits accessible 
| to the jewelry. Ordinarily, the models dress in one 
_large room fitted with clothes racks, mirrors, etc. Be- 
tween this room and the room where the fashion show 
takes place, there is an ante room, a hall, or a foyer. 
Plan a place for your display table that is conveniently 
situated in this half-way room. Just before the show, 
have the table set up and covered with a white damask 
| table cloth or the black velvet used in jewelry stores, 
| Mither will show up the jewelry and prevent it from 
| scratching. 





wo people should be present’from your shop. Spread 
_out the jewelry in the groups in which it will be shown. 
| Go into the dressing room and explain to the models 
| that they will be wearing real jewelry contributed by 
| such-and-such a store. Ask them to please put their own 
| jewels, watches, etc., in their handbags and to stop at the 
| jewelry table each time before and after they go on the 
-runway. When making out lists of the jewelry for check- 
ing purposes, discard stock numbers and list the pieces. 
| It’s much easier to tally a cabachon emerald necklace 
as such, than against its number f/3251. Keep check- 
|ing items continually through the show. It’s seldom 
really necessary, but insures against such contingencies 
/as a jewel slipping down inside a dress and being mis- 
placed. Right after the show, don’t waste a minute in 
going through the complete list before the models leave 
the house. Most models are honest, but it’s awfully 
easy to walk out innocently wearing a pair of jeweled 
| carrings ! 

Of course, the local press has been invited to the 
| fashion show. It’s your responsibility to see that they 
| have the right information about your jewels, so that 
they will be reported correctly. Also find out if they 
| want photographs. They'll be much more likely to set 
their press photographers to work if you give them 


| something newsy to work on. 

Make the show cause as much comment as possible. 
It’s usually worth while to donate a piece of jewelry 
_to the cause. Suppose, for instance, it happens to be 
| « patriotic raising-money-for-refugees affair. Take from 
| stock a handsome cigarette case, a bracelet, or what have 
vou. Make this the centre of a money-raising raffle. 


_Hope that some prominent socialite wins it! If she 
does, make sure that someone gets a picture of the 


presentation. 

Next day after the fashion show, have your windows 
| decked with “fashion show jewels.” If debutantes did 
| the modeling, you might include a few pictures of “Miss 


Moneybags wearing a fabulous ruby pendant!” The 


windows will get attention from people who happened 


to see the fashion show, and even more attention from 
those who didn’t. 


Re expenses for all the above. Insurance is much the 


most costly item, but can be kept within bounds if you 
| choose for your piece de resistance one very important 
piece, for example, a diamond necklace that unclasps 
to become a pair of clips and a bracelet. The insurance 


on this one piece is appreciable, but would include 


several effective variations to be shown with different 
costumes. For sports clothes, gold jewelry is excellent. 


It’s correct with wools, shows up well, and may be used 
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lavishly without adding much to the insurance bill. In 
New York, where several of the leading hotels, the Ritz, 
the Plaza, etc., stage regular weekly luncheon fashion 
shows, jewelry is considered an accessory and_ the 
jeweler is not charged any share of the cost of models. 
invitations, et al. They consider that he pays his share 
in insurance. 

Should the jeweler want to do a fashion show “all 





on his own,” this too may be successfully carried 
through. However, such a show should include som: 
very important pieces, as an example the Jonker No. | 

diamond which Paul Flato borrowed from Harry Wins 

ton for his jewel show held last year at the Ritz in 
New York. Failing the accessibility of any bombshell 
pieces, the jeweler who wants to do a show himself 
might tie up with some other products, perhaps a cos- 
metician who would coordinate make-up with jewels. 
Gloves and handbags might well be put in a fashion 
show with jewels, showing the way in which they acces- 
sorize harmoniously together. In either of the above 
cases, cost of the fashion show, including models, music, | 





runway, ete., would be shared evenly by the major con 
tributors. 

Show business is a friendly affair, and through fashion 
shows a jeweler may make new and valuable contacts. | 
It isn’t the number, it’s the quality that counts in even- 
tual sales! 





REDESIGNING IS PROFIT-MAKER 
(From page 65) 


and confidence. Each spent months in learning rede 
signing facts, such as labor time vequired, feasibility of 
resetting popular stones, etc.—and the confidence thus 
absorbed is carried over easily to the prospect. 

Any sales person on the staff can examine the piece 
brought in for repair, converse with the prospect, and 
tell definitely whether the possibility of modernizing it 
exists. They go after the sale aggressively—and once 
actual discussion of the remodeling occurs, Mr. Latham. 
is ready to step in and design a clip, ring, bracelet or 
whatever is-desired to complement its owner's person- 
ality. The writer estimates that 40 per cent of the total | 
volume of repair customers are converted into design 
clients in the course of ten years. Naturally, many do 
not accept the proposal immediately—but the well-| 
planted idea inevitably bears fruit. 

Mr. Latham considers it vital that his staff know some 
of the commemorative days of their customer’s lives, in- 
cluding birthdays, anniversaries and other important 
dates. For that reason, a file card listing name, address, 
and the type of jewelry concerned is made out for every | 
customer who visits the repair department. Consistent | 
followups, by telephone, direct mail, and even personal | 


visits follow on these, on a monthly basis which continues | i dé VO NUFACTU RE 3 


until the customer is won, or can no longer be reached. | > 
The file now lists 16,000 names. | je 
Although word-of-mouth advertising alone has shown | ——— ND G¢€ Mm IMPORTE 
tremendous power for bringing in new clients, the store | Ay 2 fF lf TH A VEN 
examples which show the refreshingly new designs Jac-| J 
card’s has created. Usability is the prime watchword | W YORK CITY 


runs occasional small ads playing up redesigning—with 
which Jaceard’s closely follows. Most of the hundreds’ 
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of designs executed are bracelets which divide into clips, 
necklaces which become bracelets, clips and brooch, and 
are otherwise cleverly adaptable to dozens of occasions. 
Designs for these are submitted well in advance of the 
time the new mount will be required, and have invariably 
been instantly accepted. 

Heavy diamond clusters in brooch form are often re 
made into handsome clips or even rings; and the store 
has several times remade a mother’s diamond clips into 
her daughter’s engagement ring. This versatility counts 
heavily with Mr. Latham’s clients, and has been the 
source of redesigning of hundreds of jewelry heirlooms 
in Kansas City. 

Last October the Jaceard store arranged with scores 
of customers served from the repair department design 
ing service to exhibit their custom-made jewelry for two 
weeks in the main store window. Over $200,000 worth 
of pieces, each individually designed by Mr. Latham, 
were on view. 

Thus, Mr. Latham’s merchandising ability, plus his 
designing versatility, has lifted Jaccard’s repair depart 
ment into one of the most important profit-sources of 
the Kansas City Store. 


BRITISH SELL JEWELS FOR RED CROSS 
Nearly $150,000 was realized in the first day of the 
British Red Cross jewelry sales at Christie’s, in London, 
last month. A much-discussed collet necklace of 31 
large diamonds brought $58,000, following keen com- 
petition by professionals. A woman made the opening 




















Flashing, flaming fascinating Opals. 

Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 

Why let the uncertainty of present conditions hamper 
your business when you can always get a full supply of 
Opals in all shapes and sizes. 
years we have been cutting our Opals in this country and 
we are always ready to serve you. 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 





bid of #25,000. 
for $5,050. 

Lord Fairhaven’s diamond and emerald ring netted 
#3,050, and a diamond, owned by Sir Ernest Oppen- 
heimer, $1,750. 

Some $250,000 worth of gold watches and jewelry 
have already been put into Britain’s Red Cross melting 
pot. Joseph Kennedy, America’s popular ambassador in 


Later she acquired another necklace 


Londen, won the Queen’s silver-gilt tea service, against 
all comers. He paid $1,500 for it. Each piece of this 
service bears the Silver Jubilee mark, 1935. The King’s 
gift of a George III silver-gilt two-handled cup and 
cover, 1764, went at $1,300. 

Old silver is fetching good prices again, in England, 
The Earl of Roden offered four 1768 entree dishes en- 
graved with the arms of the Earls of Clanbrassill, and 
they realized $1,525. The auctioneer received a bid of 
#150 for a Paul Storr 1814 cruet frame, the bid to be 
used at the official’s discretion and the article put up for 
disposal. This was done and it realized another $100. 


MAINE GEM-HUNTERS TAKE THE FIELD 
Members of the Maine Mineralogical Society are 
planning a series of “gem searches” during the Fall 
months, indulging in a kind of hunting for which no 
licenses or guns are necessary, although geologists’ ham- 
mers are often needed. 
The search goes on in the mountains and abandoned 
feldspar mines, which vield tourmaline, aquamarine, 
amethyst, citrine, cairngorm and colorless quartz. 





For the past twenty-five 
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MUSEUMS CAN BUILD GEM SALES 


OW many millions of Americans annually visit 
gem-stone collections in public and college museums 
is anybody's guess. Certain it is that gem-stones, both 
rough and polished. are badly displayed, poorly lighted 
in at least nine museums out of ten: hence, museums 


win fewer converts to gems- —and fewer gem sales for 


jewele ys—than might be the case. 

For many years, visitors and jewelers had complained | 
about the inadequate lighting of the unparalleled gem | 
collection in the American Museum of Natural History, 
New York, but until recently it had been impossible 
to improve matters, because of lack of funds. 


Two years ago, a start was made in rearranging and 
redisplaying the gem collection, when the case contain- 
ing the Star of India sapphire and the DeLong star 








© American Museum visitors will see rubies and fancy sapphires, in | 
their true beauty, in this modern, well-lighted display, just installed. 


ruby was converted into a modern display, with spot- 
lights bringing out the stars and a dramatic setting 
designed by William Bayard Okie, Jr., display designer 
for Marcus & Co., Fifth Ave. jewelers. 

Last month a second case, designed by F. H. Pough. 
the assistant curator of the collection, was installed with 
funds provided by the American Gem & Pearl Co. 
This display, for the first time, shows the fancy sapphire 
in their true beauty. 





collection—sapphires and rubies 

The new case fits as a box into the old case, masking 
out part of the front and leaving one large and three 
smaller windows. Concealed lights brilliantly illuminate 
the stones. In the upper window 14 important stones 
are displayed upon colorless Lucite brackets in color 
wheel, a ruby at the top, a fine large orange sapphire 
just below it, and then a yellow, the De Long Green; 
a 153-carat blue, and a violet sapphire, getting back to 
the ruby, descending steps carry out to paler yellows 
and paler blues. In the center and corners are uncut 
sapphire crystals. 

The three smaller openings below display smaller 
stones on velvet pads, laid out as if for a piece of | 
jewelry. 

Some New York jewelers have promised Dr. Pough 
support for displaying the entire gem collection in a 
setting in keeping with the two sapphire displays, and 
it is expected that the diamonds will soon be shown in | 
a well illuminated, modern manner, to bring out the 
beauty and perfection of stones. 
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| local tie-ups with the national program. 


| DE BEERS LAUNCHES 4-COLOR ADS BY BIG ARTISTS 


Large-scale promotion of diamond sales in the United 
States will be continued during the coming year by 
De Beers Consolidated Mines, Ltd., and associated com- 
panies, with a nation-wide campaign of full-pag 
the works 


e, four- 


color advertisements featuring of world- 
| famous contemporary painters. 

The new campaign will intensify the successful efforts 
Leeamannel last year by N. W. Ayer & Son, 
De 


promotion, 


for 
Beers as the first national diamond advertising, 
and publicity program ever undertaken in 


Inc., 


this country. 

As was the case last year, the full-page advertise- 
ments in leading magazines will be backed by compre- 
hensive publicity and promotion activities designed to 
increase the benefits of the program to the diamond 
trade throughout the United States. 

The artists who will contribute to the 
series of paintings in the 1940-41 campaign are said 
to comprise the most distinguished group of contem- 
porary painters ever represented in a series of com- 


four-color 


mercial advertisements. 

Reproductions of originals by Dietz Edzard, Pablo 
Picasso, Henry Matisse, Andre Derain, Raoul Dufy, 
Bernard La Motte, Marie Laurencin, and Salvador Dali 
will be used, with appropriate copy, to emphasize the 
beauty, preciousness and romance of diamonds, “the king 
of gems.” 


Starting this month, the advertisements will run 
through the next 12 months in Life, The Saturday 
Evening Post, The Ladies’ Home Journal, Harper's 


Bazaar, Vogue, Time, The New Yorker, Fortune, and 
Town and Country. Special emphasis will be placed on 
the period between now and the end of the year in 
order that jewelers may benefit during the Christmas 


| buying season. 


To enable all jewelers to take maximum advantage 
of the ‘campaign at all times and to profit from the 
cumulative public interest resulting from a second year 
of diamond advertising and publicity, De Beers has 
approved a complete line of promotional material for 
This mate- 
rial is now being prepared and will be announced to 
the trade through colored mailing folders containing 
samples and suggestions for individual store use of the 
material. 

It will include newspaper mats for local advertising, 
recorded spot radio announcements, framed reproduc- 
tions of the paintings in the national advertising cam- 
paign, and material for jewelers’ window and counter 
displays. 

Four series of five specially-prepared pictures each 
are offered for window use. Each series takes up a 
separate theme. One group, based on romance, provides 
year-round selling angles on diamond engagement rings 
and gifts. One stresses diamonds for day-time wear, 
another diamonds for evening wear. The fourth series 
has Hollywood as a theme, and uses Irene Dunne, 
Anna Neagle and other glamorous stars as models for 
diamond jewelry of striking design. 

All promotion material will be made available to the 
trade at cost through the Diamond Promotion Depart- 
ment of Reuben H. Donnelley Corp., 305 E. 45th St., 
New York. 
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12 WAYS TO PREVENT SHOPLIFTING 
(From page 63) 

another salesman to stand nearby and keep his eyes 
open. The second man can pretend to be cleaning stock 
or doing other routine duties while actually keeping an 
eve on the customer. 

"12, Never tell strangers when diamond men are going 
to be in town. Gangs of crooks planning big holdups 
will sometimes send a representative into a retail jewelry 
store in search of information. This representative asks 
for a very unusual sione which he is practically certain 
the dealer won't have in stock. Gullible merchants will 
sometimes volunteer the information that a diamond 
man who has such a stone may be found at a certain 
hotel or that he will be in town at such and such a time. 

WHAT TO DO WHEN YOU DO DISCOVER A THIEF 

When you do discover a thief, you'll probably be 
angry and be inclined toward hasty, thoughtless action. 
But don’t let your emotions get the best of you. Remem- 
ber that no theft has been committed until the merchan- 
dise has been actually taken off the premises. It pays 
to “hold your horses” and use your head, for any other 
course may prove mighty costly. To avoid danger of 
damage suits and other such complications, carefully 
observe the following rules: 

1. Try first to frighten the thief into paying for or 
surrendering what he has stolen by tactfully letting him 
know that he has been observed. Say something such 
as: “You'll want me to initial that ring for you” or “How 
will you want to pay for that stone?” If he has the 


money, the thief will usually pay for what he has stolen 
and be glad to get away. Otherwise, he’ll probably toss 
the stolen merchandise on the counter and run from the 
store. There are few crooks who will attempt to “brazen 
it out” when they know they are discovered. 

2. Never accuse a person of stealing while he is on 


the premises. 

3. Never attempt to detain the suspected shoplifter 
or to search him. 

4. Never promise a shoplifter immunity from prose- 
cution in return for a confession. To do so is to com- 
pound a felony. If a thief offers a confession, accept it, 
but never make any threats or promises in order to get 
one. 

5. Never take any action whatever against a suspected 
thief unless you are absolutely positive he has taken 
something, and, even then, hold off until after he has 
left the store. At that time, it is permissible to call a 
policeman and ask that the individual be searched. How- 
ever, even then, it pays to be careful, for the shoplifter 
may have passed on his loot to a confederate or may 
have secreted it in the store to be picked up later by 
someone else in his gang. Cases have been recorded 
where suspected shoplifters actually obtained damages 
against a store in spite of the fact that the merchant 
actually saw them in the act of stealing. If the stolen 
merchandise is not found on the thief’s person and he 
has never been convicted of a felony in the past, there 
is always a possibility that he will sue for damages. And 
it is a well-known fact that the actions of a jury are 
entirely unpredictable. 
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More Hand-Sculptured 
Wedding Rings 
by SHERMAN 


Wider wedding rings are today a 
smash hit. 


The SHERMAN hand-sculptured 
line has a brand of beauty and 
originality difficult to describe. 


Each ring is hand-chased in bold 
relief, delicately hand - pierced 
and is as richly finished as an 
old goldsmith's masterpiece. 


lf your jobber cannot supply you, 
write us directly. 


Wedding Ring Division 
SHERMAN & CO. 


Refiners of 
GOLD—SILVER— PLATINUM 
155 CANAL ST. NEW YORK 
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A MODERN AND 
EFFICIENTLY EQUIPPED FACTORY 
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SELLS HIS NEIGHBORS WATCHES 

(From page 76) 
counter displays. A solid row of wrist watches is showy 
between two shelves of silver; on the other side of the 
_store, the costume jewelry and miscellaneous gift counter 
contains a variety of watches. No matter what a custo- 
ner may come into the store for, he or she will notice 
Poertner’s watches before leaving. ‘The counters are 
kept liberally supplied with interesting objects to en- 
courage longer stays in the store; this is furthered by 
complete air-conditioning throughout the building. 
l'luorescent lighting in the display cabinets makes the 
merchandise within stand out and appear more attrac- 
tive. 

The establishment of himself as the ranking author- 
ity of the Florissant-Warne shopping district on matters 
pertaining to timepieces was Poertner’s first job. An 
expert watch repairer himself, he placed emphasis on 
accurate and fast repair and adjustment service, through 
advertisements in the neighborhood newspaper and by 
intensive promotion within the store, every customer be 
ing queried as to the condition of his watch. 

Further, Poertner removes appearances of pressure in 
using the repair function to sell new watches, often bid- 
ing his time when an old timepiece gave evidence of 
needing replacement. ‘Guess I need a new one, eh, 
George?”? a customer may say. “Oh, the old one’s got 
a few ticks in her yet,” Poertner replies, rather than 
jumping down the customer’s throat in an effort to send 
him home with a new watch. From examining the old 
| watch, Poertner knows about how long it will continue 
| to give accurate service, and that by deliberately ignor- 
| 
| 
| 





ing an opening, he has convinced the customer that he 
|is anxious to give him the best service possible, rather 
‘than being in a hurry to sell a watch before it was 
needed. He suspects, from past experience, that the 
man, will return to buy his new watch in Poertner’s on 
the strength of his faith in the jeweler’s fair attitude. 

“Building up this reputation accounts for a great 
_many of the voluntary new watch purchases,” comments 
Poertner. ‘However, that alone isn’t enough. If we 
sold only merchandise which customers deliberately 
came in with the intention of buying, our volume 
wouldn’t be what it is.” 

Poertner is active in community affairs, to bring him- 
self into closer personal contact with a greater number 





of potential watch buyers. 


FASHIONS, BIRTHDAYS, HOSTESS GIFTS 
(From page 67) 

for at least one week out of every month a window de 
signed to get this birthday gift business. 

The third suggestion for window display this month 
is illustrated at the bottom of page 67. 

This is the season of visiting and every person who 
has enjoyed the hospitality of a friend for a week-end 
or longer period is confronted with the problem of 





what to send the hostess as a thank-you gift. You will 
find this window suggestion timely and profitable. 

The background of the window is a large sheet of 
_paper folded like a letter and on this, written in long- 
hand with a broad pen, preferably a speedball, have a 
note along the lines of the following: “Dear Mary: 
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your home. In appreciation of your kind hospitality, 
we are sending you a gift which we hope you will enjoy. 
Thank you again from both of us. Jean.” 

This letter will serve as a subtle reminder to those 
who have been visiting that they should send a gift 
and the merchandise that you arrange around the letter 
and the rest of the window will suggest what to give. 
Items such as silverware, glassware, china, vases, book- 
ends, lamps etc. make very appropriate hostess gifts. 
A small neatly lettered card in one corner of the win- 
dow, saying “Gift Suggestions for Your Hostess,” will 
help to carry out the idea of the window. A similar 
card in another corner of the window, saying “All Gifts 
Gift Wrapped,” will add a plus appeal to what you 
have to offer. 


"LOW PRESSURE" SELLING WINS FRIENDS 


(From page 59) 
sends to prospective brides. Beautifully engraved, and 
encased in a fine linen envelope, simulating the formal 
wedding invitation, it reads: 

“For almost 60 years, The Lechengers have had the 
pleasure of offering beautiful silver, crystal, china and 
jewels for the consideration of the bride, her family 
and her friends. May we have the pleasant privilege of 
serving you?” 
Lechenger motto. 

Of course, a store regardless of its selling policies, 
must be adequately stocked. And at Lechenger’s, one 
finds, besides the conventional lines, many fine things 
not to be found at other shops. 

Displays, too, are out of the ordinary. For instance, 
Lechenger’s pioneered in snow-white wrought iron dis- 
play fixtures of special design for showing china, glass 
and giftwares—fixtures which are now becoming popu- 
lar all over the country. A view of the glass and china 


The last phrase might well serve as the 


department accompanies this article. 

The firm operates two stores, one at 815 Main St., in 
downtown Houston, and one in the swanky River Oaks 
shopping center, serving one of Houston’s most exclu- 
sively suburban developments. 


ALASKAN GOLD PRODUCTION SETS RECORD 


The value of gold produced from Alaskan mines in 
1939 was greater than in any other year in the entire 
history of mining in the territory, and the quantity and 
value of the platinum metals produced from Alaska 
deposits in 1939 was greater than in any preceding year 
except 1938, and far exceeds the production of these 
metals from any other part of the United States or its 


The output of Alaska gold was $7,221,000 from lode 
(hard rock) mines and $16,058,000 from placers. The 
producing gold lodes are widely distributed throughout 
the territory, but about 71 per cent of the output last 
year came from southeastern Alaska, where accessibility 
to deep-water routes of communication and other favor- 
able conditions have permitted the successful mining 
of immense tonnages of low-grade gold ore. 

Platinum metals produced from Alaskan mines last 
year totaled 27,230 ounces, valued at $997,000. 
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NOW IN U. S. A. 


THE NEW EDITION OF ADVANCE-STYLES 
FOR THE JEWELRY INDUSTRY: 


“JEWELRY OF TOMORROW” 


4TH EDITION 








ENTIRELY ILLUSTRATED 





THE KEY TO MODERN STYLING OF ALL JEWELRY! 
INDISPENSABLE TO ALL UP-TO-DATE JEWELERS! 


OVER 400 DESIGNS! 


novel ideas and timely suggestions for the following subjects 
and their manifold sorts: 


LADIES JEWELRY— 
MEN’S JEWELRY— 
WATCH CASES— 
VANITY AND CIGARETTE CASES— 
NOVELTIES OF UNUSUAL INTEREST, 


BY THE BEST PARISIAN ARTISTS 











Price of this edition (payable in advance) 


Photographic Edition Chromatic Edition 
(black and white): (colors of objects): 
$20.00 $25.00 


Copies of the fourth edition, of interest and inspiration to the jewelry 
trade, were sent to the Book Department of THE JEWELERS’ CIRCU- 
LAR-KEYSTONE, before Paris fell, so that deliveries might be made 


to new subscribers without delay. 
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G a ik Mice — 
MODERNIZATION FORUM | 


EM 

| | _ DIAMOND — ocean aii , © To aid its readers in rede. 
| | pp signing, modernizing and im- 
a proving their stores, Tur 


Jewecers’ Circunar-Krysroyy 
(AMONG THE FINEST IN THE WORLD) 


has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelry store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if yow’re going to be 
in New York, write in advance 


= a|s0 "JEWELERS SUPPLIES === | ‘ for an appointment. 


@ 
| 


1 KASSOY 


| (INVENTOR OF ''GEM'’ SHEET WAXES) 














DiAMOND TRAYS aa PAPERS MURRAY M. PEARLSTEIN 
SCOOPS (Shovels) | 
"SCALES MILLIMETER GAUGES : aa , oe ; 
"WEIGHTS MODELING WAX | LLUMINATION—We desire a new lighting system 
" PEARL PAP ‘ . - . 
si ae eet) RING —" in our store, which is 80 feet long, 20 feet wide and 
a r 5 

« RING STICKS are " il eee se 
: “ ~_ GRADES SELVYT CLOTHS | 14 feet high, without lowering the ceiling. In one part of 
"gy SHEET WAXES the store we tried fluorescent tubes, but we do not find 
” one hte (We Manufacture All the ge : 

4''x 8"'—(Cloth) Jewelers Sheet Waxes) this light sharp enough to show jewelry and diamonds 
* COTTON STONE COTTON alan RN AO AE I ae 
' PAPERS & FLUTES ; STONE oo. ‘ oO advantage. le ¢ -wa amps we are now using In 
‘' DESK PADS (50 Sheets TISSUES—(Plain and Anti- i late r i Sica din ‘ . > 
Sie skin ray er ak & todas cream colore d 14 inc h bowls mane so much heat, that 
._ rr TWEEZERS, ETC. | it is oppressive inside the store. W. P. R. 


— —eeeeeeEeEeEeEeEeEE Answer—General Electric Co. this fall will an- 
| | | WRITE FOR SAMPLES AND PRICES TO —_— ge 2 nero — ee 

| stores use concealed illumination, Consisting oO meta 
GEM PRODUCTS er or glass reflectors equipped with lenses or louvres, set 
|. KASSOY BR-9-3827 N. Y. CITY, U.S.A. 





flush with the ceiling. However, in view of your reluc- 

| tance to lower your present ceiling, we would suggest 

7 | suspending Jens units from the ceiling. One such unit, 

Third Edition of | 20 inches long, two inches wide and eight inches high— 

GEMS and GEM MATERIALS | suspended by two rigid metal frames—consists of a 

5 diamond-shaped reflector and two fired glass lenses. 

. Sides and top are of metal, so that the entire light is 
EDWARD H. KRAUS and CHESTER B. SLAWSON concentrated downward. 

An excellent Textbook on the subject of Gemology 





INTERIOR COLORS—How would you advise me 
to paint the interior of my store? Fixtures are natural 
gum wood. Ceiling is 14 feet high; and the store, 18 


Some features of this book are: | 
| by 40 feet. N. O. C. 
| 
| 


An explanation of the crystallography of 
Gem Materials and their properties, 
physical, chemical and optical. Answer—We suggest you paint the walls a light 


A description of specific minerals, their pastel blue, and the ceiling, flat white. 


manner and place of occurrence. | MODERN FLOORING—Please inform us what 
A chapter on cutting and polishing gems. color and style design you consider most desirable for 
Tables for the determination of gems listed | a store of our type. We are considering a tile effect, 

according to crystal form, hardness, | laid like the enclosed sketch. L. S. 

color, specific gravity, optical character | Answer—The trend in jewelry store flooring is en- 

and composition. | tirely away from tile design. Modern jewelry stores 
Chapters on gem names, manufactured | have linoleum flooring, designed to fit their own par- 

gems, imitation gems, and metals used | ticular store. However, if you are definitely set on 

in jewelry. | using a light blue and oyster white, in alternating tiles. 


the color of the floor should be as light as possible, 
in keeping with the coloring of the entire store, so as 
to provide good reflecting value. 


Contains 286 pages and is illustrated. 


Price $3.50 


The Jewelers’ Circular-Keystone 
100 E. 42nd St. 56th & Chestnut Sts. 
New York, N. Y. Philadelphia 


giftwares, I intend to install 24-inch shelving on the 
north side of my store (see sketch enclosed), with base 
and top finished in walnut, and the interior in off-white 
or ivory, with plate glass shelves. I would also like 


| 
| 
| 
| WALL DISPLAYS—To display glass-, dinner- and 
| 
| 
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to recess shelving into a new partition across the rear 
of the store, the same height as the wall shelving and 
also finished in walnut. What is the best grade of 
plywood for a nice walnut finish? O. F. N., Wisconsin. 


Answer—You should use 5-ply, 13/16 inch thick, 
straight-grain American walnut, finished natural (use 
no stain). For the interion of the display portions we 
suggest resined fir or white pine in 5-ply veneers. You 
will find fluorescent lighting the best illumination for 


your new open units. 


SHAW'S OCCUPY SPACIOUS NEW STORE 

When Shaw’s, of Dallas, Tex., decided to seek en- 
larged store space, Joseph H. Shaw called in an experi- 
enced store designer and journeyed, together with the 
designer. to a number of cities, observing and noting 
down principles of architecture and layout to incor- 
porate in the new place of business. 

The result, when Shaw’s recently threw open the 
glass portals of its new home, at 1615 Main St., was a 
combin: ation of much that is best in modern jewelry 
store construction. One striking feature of the 50 by 
100 foot selling area is the complete absence of pillars 
or supports of any kind, which results in an effect of 
remarkable unity. 

Air conditioning and indirect lighting from Zeon tub- 
ing in the coved, sound-absorbing ceiling supply com- 
fort and quiet. The color scheme is a soft off-blue. On 
each side of the entrance, modern display cases curve 
in graceful ares towards the sides of the store (see rear 
of the picture immediately above). You follow inlaid 
linoleum down the center aisle and are soon between 








SHAW'S, DALLAS, 


OCCUPIES SPACIOUS, 





MODERN NEW HOME 





Outside — Belgian 
marble, bent glass 
show windows, glass 
doors, Zeon sign 


Inside —Cove gen- 

eral lighting, flu- 

orescent - lighted 

cases, air-condi- 

tioning, no pillars 
oval-ended display cases which extend to the office in 
the back of the store. Recessed wall-cases add to the 
spacious appearance. In front of these cases are dis- 
play cases. All display units are lighted with fluorescent 
tubing. 

As modern outside as inside, the front, a quarter 
circle of Belgian marble, extending to the second story, 
is dominated by a vertical Zeon sign. Not only are the 
doors of glass, but above and on either side of them are 
broad panels of the same material. 













... at the WALDORF-ASTORIA 
CONVENTION .. . was unani- 
mous for the 

lA 


+ \) 


collection of NECKLACES, 
BRACELETS and BROOCHES 


by Lampl 


Exquisitely fashioned in 
two-tones of Gold, these 
new creations are des- 
tined for Style-Leader- 
ship this _ 


Walter Lamp oil 


608 FIFTH AVENUE 
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® The display of silver and crystal table accessories, fitted 
with condiments, cheeses, hors d'oeuvres and drink com- 
ponents helps Foster's win friends and interest people in buy- 
ing these colorful, ready-to-use gifts. Right, Foster's multiplies 
sales of such articles as platters by showing them in nests. 


HAT? 
help sell silver? 

Yes, that’s right. 

Every day in the year those and other food delicacies 
are clinching sales for the silver and crystal department 
of Foster’s in Westwood Village, Los Angeles suburb. 

No, Foster doesn’t use them as premiums to give 
away with each purchase—nothing could be farther from 
the tactics of this high-grade store which caters to a 
well-to-do and discriminating clientele. 

But, following the proven principle of successful mer- 
chandising that the most effective way to display a 
product is to show its actual use, Foster’s in their dis- 
plays of such items as bottle holders, silver and crystal 
condiment jars, silver syphon holders and so on, always 
put into the holder the article which is to be used in 
serving. Thus the customer, instead of having to use 
her imagination to picture how the item will look on her 
own dining table or buffet, actually sees it, and the 
colorful labels and contents add an interesting touch 
that inevitably draws greater attention to the merchan- 
dise displays. There is all the difference in the world 
between an empty piece of silver designed to hold a 
cheese and the same holder with the bright red of an 


Edam cheese, ketchup and onions can 
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Uses Groceries 





to Sell 


SILVER 


by HARRY R. TERHUNE 
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Edam or the orange of a pineapple cheese displayed 


within it. 

Largely as a result of this method, this store in a 
suburban locality sells an average of three dozen of 
these condiment holders during each of the first 11 
months of the year. What it sells during December 
would cause too many self-satisfied eyebrows to raise 
in question if the actual figures were published. Silver 
companies who supply the items consider the volume 
astounding. 

At Christmas time, the appeal of this sort of display 
is doubly strong. The eye of many a shopper, at a loss 
as to what to give so-and-so, lights upon the bright red 
sphere of cheese nestling in a silver holder and responds 
with the thought—there’d be something out of the ordi- 
nary—the whole thing, the holder, cheese and all. 

The patron selects the silver or crystal item, the con- 
diment desired to go in it, which the store then buys 
from the grocer, and wraps the whole thing in red cello- 
phane before packing in the holiday box. Bottle holders 
in the same way are filled with such bottle goods as the 
owner may care to supply, whether it is a syphon of 
soda, a bottle of liquor, maraschino cherries, or pickled 


onions. Incidentally, cherry and pickle bottles find 
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® Right, the display of a large quantity and variety of one 
kind of article, glass ash trays, for instance, makes buyers 
feel that "if it isn't here, we won't find it anywhere else." 


ready purchasers at $17 a pair if they are sold in this 
way. 

“Of course, it involves a little work to have the 
holders filled and carefully packaged, but patrons like 
it that way—it makes sales—so that’s the way we sell 
them,” says Mr. Foster. 

Naturally, though, bottle and condiment holders are 
only comparatively small items of Foster’s sales and the 
stunt just described is only one of many successful mer- 
chandising angles of their operations. Nevertheless, a 
few simple fundamental factors will be found running 
through the entire pattern. Mr. Foster states them as 
follows: 

1. Have a comprehensive stock at all times. 

2. Be among the first to show the new things which 
people have “always wanted.” 

3. Make your displays attention-compelling. 

t. So far as possible use displays that show the use 
of the article. 

5. Find new and additional uses for merchandise be- 
sides those for which it was originally designed. The 
more uses you can find for it the more people you are 
likely to interest. 

“Back in 1932,” Mr. Foster continued, “we put a few 
thousand dollars into increasing our stock of silver to 
see if a little new life couldn’t be injected into our busi- 
ness. It could and it was, far beyond our expectations. 
It didn’t take us long to find that even in those days of 
depression people still had money and were willing to 
spend it for good merchandise when it was effectively 
shown. And through trial and error we soon discovered 
that the more fine items we showed, the more patrons 
would buy. 

“Obviously, a store cannot sell what it does not have 
in stock. People will not put up with having to wait 
while goods are ordered for them from the manufacturer, 
and we have proven to our satisfaction that we can make 





© Left, Foster's is alert to new uses for things. For example, the 
candy dish, with grooves added, became immensely popular 
as an over-size ash tray. Photos by John E. Reed, Hollywood, 





more money, as well as make far more satisfied patrons, 


by having a complete stock at all times. 

“When we buy an item we buy the complete assort- 
ment of it in every size the manufacturer makes, so that 
a prospective customer can make actual comparisons 
and thus select exactly what fits his or her requirements. 
Moreover, many people are much more ‘set’- or ‘nest’- 
minded than many jewelers give them credit for and 
will often buy complete sets of an article instead of a 
single item when the complete lot is shown as a unit.” 

For example, meat platters are always shown in nests. 
Show a patron a single platter or a single anything and 
they will think in terms of one item. Show them nests 
or sets and they will see the need for having a range ot 
sizes. The reason for this method of display is best re 
flected by the sales checks. Sales of over $200 for a 
nest of platters are actually more common in this store 
than the sale of a single one. 

Quantity and variety of display are important, too, 
says Mr. Foster. Massed displays of a large number 
of items of a general classification give the prospective 
buyer the feeling “if it isn’t here, we won’t find it any 
where.’’ One section of wall cases in Foster’s contains 
nothing but covered silver entree dishes and silent but- 
lers. When the customer sees some 45 or 50 items dis- 
played in this one group, she realizes that here is a 
truly complete selection and that she might as well end 
her hunting right here. 

From the angle of finding new uses for the product. 
Foster’s do such things as showing a crystal ash tray 
in use as a soap holder, a crystal pen tray for holding 
tooth brushes, or a small silver jar in various applica- 
tions from a vase to a receptacle for bobby pins. 

One customer recently wanted an over-sized cigarette 
box, something severely plain. Foster’s had in stock 
and sold her a beautiful silver filigreed crystal box mea- 


suring 614 by 15 inches whose maker had never thought 
(Please turn to page 104) 
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Gall 1940 Brides Will Choose 
MORE WATSON STERLING 
THAN EVER BEFORE! 


Victoria Magnolia Lotus 
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@ The Sparklet Aerator, 
made by Knapp-Mon 
arch Co., is designed 
either for use with 
"Spark-Whip" bulbs to 
instantly whip cream, 
waffle batters, etc., oF 
to charge water with the 


red- band "Sparklets.” 








© The miniature license plate keychain has added 
interest this year—a compartment on the reverse 
side into which a cutout from any snapshot can be 
inserted. It's easy to insert or replace both picture 
and license number. Le Roco, Inc., 236 W. 55th St., 
New York. $1, nickel; $3, sterling; $35, 14K gold. 





®@ Milady, the new Community Plate pat 
tern, has distinctive lines, delicate deco 
rations and a popular floral design. 
Services in the Aristocrat chest range from 
26 pieces, at $26, to 44 pieces, at $40. 


© Seven - jewel, eight - day 
gold finish Elgin desk clock 
with raised gold-figured 
dial, radium dots and 
hands, made by D. C. Per- 
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cival & Co., Inc., Boston. 
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@ Modern costume jewelry re- 
vives pieces Grandmother wore 
when she was a girl. This brace- 
let, featuring non-tarnish finish, 
is made by Colonial Manufac- 
turing, Providence. Sets $1 up. 


® Companion to the Colonel in 
the new 2-M_ hollow - ground 
Schick shaver line is the Flier, 
executed in burgundy with sil- 
ver trim and Whisk-its. With 
soft leather case, $12.50, retail. 








® Art Metal Works, Inc., have 
licensed R. Blackinton & Co.., 
North Attleboro, to make and 
merchandise Gem and Prin- 
cess Ronson models in ster- 
ling. These Ronson lighters by 
Blackinton are decorated 
with engine-turned designs to 
match Blackinton's sterling 
cigarette cases, buckles, etc. 
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THE STERLING FLATWARE PATTERN INDEX 


1939 Edition 
Completely Revised 


and Up-to-Date 
























All Books daily by 
are sold §& leading 
CASH FF Jewelers 

With Order ® everywhere 


An absolute necessity in tracing patterns to be matched. An excellent means of suggesting pat 

tern names to customers. 

The illustrations are printed exact size on fine coated paper. The pattern names, printed on ledger 
paper, are arranged alphabetically under one combined index—and again according to companies 
using them. 

It is arranged in loose leaf form with a durable cowhide leather ring binder. About every two 
years revision sheets (at nominal cost) can be conveniently inserted, and the work kept up to date. 


CHESTNUT AND 56TH STREETS, PHILADELPHIA, Pa. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
239 West 39th St., New York, N. Y. 


Send THE STERLING FLATWARE PATTERN INDEX. Remittance $................... is enclosed 
We want the complete set with binder O 
We want the complete set without binder (© 


EE .v.nssaic wv vdnaee che, beadnee meas se eee 

§ Without binder, $10.00 
PRICE . With binder, $15.00 SE o's cavdecnddedciasteawnsseseeeeaes 
NED «+0000 400050000000000% 5000une eee 
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TRADE MARK REG. 


“PRINCESS” 
#2/MA238 





Art Metal Works, Ine. 


Cases, Belt Buckles, Vanity Cases, etc. 


Announcement! 


RONSON - 


in STERLING SILVER 
R. BLACKINTON & CO. 


. . leading Manufacturers of novelties in Precious 
Metals have been licensed to make and sell RONSON 
Lighters in Sterling Silver, under the patent rights of the 


“WORLD'S GREATEST 


LIGHTER” 


aT aH ui ei 





“Ge 


I 
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“GEM” and “PRINCESS” RONSON Models may be obtained in Sterling Silver . . . 
decorated to match and form sets with BLACKINTON STERLING SILVER Cigarette 


R. BLACKINTON & COMPANY, North Attleboro, Mass. 
















A perfect TIMEKEEPER, a watch for every day 
use—particularly useful to aviators, military men, 


doctors, photographers, scientists and sporting fans. 
You will find this WATERPROOF, stainless steel 





CHRONOGRAPH a real business builder. 
WYLER WATCH CORPORATION 
9 Rockefeller Plaza New York, N. Y. 





See—The WYLER EXHIBIT—New York World’s Fair, Swiss Pavilion 














MILADY 


Oneida Community’s newest 
pattern in finest quality sil- 
ver plate seems destined to 
be the sensation of the Fall 
Selling Silverware Sales. 


Dealers who have seen this 
beautiful pattern hail it as 
a sure profit-maker. 


Our stocks are complete on 
well known brands of jew- 
elry, silverware, watches and 
clocks. 


It will always be a pleasure 
to render prompt and satis- 
factory service. 


AISENSTEIN & 


Incorporated 


712-14 Sansom St. 








GORDON 
Philadelphia 
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They’re New! 











© Sturdybuilt man's expanding watch band, in 1/20 12 K 
and non-corrosive base metal, has two expansions—one 
that allows the bracelet to move with the wrist, and the 
second that permits the band to slip easily over even the 
largest hand. J. F. Sturdy's Sons Co., Attleboro Falls, Mass. 





@ Warren Telechron, Ashland, Mass., 
goes Colonial with Knickerbocker, which 
combines an electric movement with an 
Early American shelf clock case. $9.95. 





® Hostesses will cheer this combination ster- 
ling six-inch coaster and ashtray, made by 
A. G. Schultz Co., Baltimore. The heavy 
weight sterling highball glass is 45 inches 
high. Coaster-ash tray and highball. $5, each. 
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® Mirror from new Gad- 
roon sterling dresser set, 
featuring Exton bristle 
brushes, by Saart Silver- 
smiths, Attleboro, $20. 


® Miniature, artificial fruit filling 
delicately tinted flowerpots and 
garden dishes are a new decora- 
tive note just introduced by Leo 
Kaul Importing Agency, 115 to 119 
C South Market St., Chicago. 
$2.40 to $13.50 per doz. wholesale. 
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® Date, time, weather, humidity, and temper- 
ature are told by this 8-day, 15-jewel copper 
finish clock, from Norman M. Morris, New York. 
Ship's wheel contains — besides clock — cal- 
endar, barometer, hygrometer, thermometer. 





® Massive appearing man's onyx ring 
with modern-styled initial, made by Shi- 
man of Newark, to retail at $12.75. 





® Perfect" electric broiler, by H D 
Electric Co., 100 W. Monroe St., Chi- 
cago, has platter with well and tree 
design and cover with heating element. 
Broils meat, fish, fowl right at the table. 
Junior model, $7.95; Senior model, $10.95 

















line of brilliant Jewel Appeal Manicure Sets that 


priced. Barbara Bates, famous for knowing what 


more customers and bringing you plus profits. 


Gifs 


fine quality collection of gifts 


—ask to see our smart, 


attractively priced for volume. 








Comb-and-File Sheath Case 
Cowhide, $1.50 - Pigskin, $1.75 





Sams CoRRISCOPRER 


NOVELTIES BY THOMAE 


SUPERB 
QUALITY AND 
CRAFTSMANSHIP 


KEY 
CHAIN 
Sterling Silver with 
oxidized medal. 
With any color enamel 


medal. 
$2.40 
$1.80 
AUTO 
MEDAL 


Oxidized Silver. 
Silver gilt with any 
color enamel. 


$3.30 
$4.20 





Many other styles including money clips, charms, 
pocket-pieces, and coin knives. 


CHAS. THOMAE & SON, INC. 


ATTLEBORO, MASS. 
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" Slee Spangles * 


HERE’S a glorious opportunity to bring bigger profits to your 
holiday business! Star Spangles is just one of a complete 


this for you—all exquisitely styled and most temptingly 
want, designed these sets with the jeweler, and his prob- 


lems, in mind. By keeping her manicure sets on display, 
you will soon discover their unfailing talent for attracting 





Comb-and-File Pocket Case 
Pigskin, $2.00 - Other leathers, $1.00 


C. J. BATES & SON ¢ CHESTER, CONN. ¢ NEW YORK OFFICE: 366 FIFTH AVENUE 





































will do 


women 





Star Spangles—sporrins 


silvery mesh, lined in flag blue moire, 


with proud accessories. Retail $7.50 


ahaha Rates 


JEWEL APPEAL Manicure Sets 


You can offer dependable new ALTON watches to 
your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





6% x 8 Ligne, Alton, in the new rose colored 10K. 
rolled gold plate case with stainless steel back. Rose 
dial to match. Ratchet silk cord. 


ee, eee Price Keystone $14.10 
Al46—17 Jewel Price Keystone 17.90 


The above watch is one of nearly 50 new models 
added to the ALTON line and illustrated in our new 
1940 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 





Weksler & Goodman. Ine. 


Distributors of Keystone, Star,’ Belove, and 


I.D. Watch Cases 






5 South 
Wahash Ave. 


Chicago 





Illinois 


& 
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@ Twentieth Century American flexible bracelet, by Warren & Warren, 
507 Fifth Ave., New York, in two-tone pink and green 14 karat gold. 


Theyvy’re New! 


® '' Orleans," 
Westminster 
chime clock, in 
mahogany case 
with raised nu- 
meral dial, dark 
blue hands, brass 
sash and convex 
crystal, made by 
New Haven 
Clock Co., New 
Haven, Conn., 
available 
through jobbers. 

















® Flag brooch 
by Kimler & 
Daniel, Inc., New 
York, is set with 
marcasites and 
garnets in ster- 
ling, with blue 
hard enamel 
field. Price, $12.50 


®@ "Princess Gardner" invisible stitch bill- 
folds for women are made by Prince 
Gardner, St. Louis, in a range of style- 
true colored leathers. $1 up. Zipper or 
button key cases to match, $1 up. Gift 
sets, deluxe, retail from $7.50 to $50. 


® One of six new additions to Bulova's 
"Goddess of Time" 17-jewel series, in 
either pink or natural rolled gold plate, 
cord or bracelet. $29.75, $33.75, $37.50. 





®@ The new "Youth" pat- 
tern by Holmes & Edwards 


introduces balanced 
place settings. Its lines 
swing left on pieces that 
go at the left, vice versa 
on articles at the right. 
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® The accessory tray may be removed from 
this C. J. Bates manicure set, leaving the 
English pigskin, moire-lined case, as a fine 
wallet with places for comb and file. $10. 





® The new "demi" movement per- 
mits varied styling in the "Lady 
Elgin" 19-jewel watch. 24 plain 
models are now offered at $50 to 
$70, and 24 diamond-set styles are 
priced variously from $65 to $450. 


® Hand-made scroll, gold: filled 
cameo pendant by D'Aguanno Bros., 
Providence. $5. Offered by jobbers. 




















List Price 


1175 Twin Vegetable dish. Diam of 
each dish 6!/,'' $15.00 ea. 
1179 Triple Preserve, Nut or Mayon- 


naise stand: Diam. of each bowl 


4\/," 7.50 ea. 
1180 Open dish for vegetables, small 

fruit, candies, etc. Sizes 7i/."' x 

5” t 4.00 ea. 
1177 Covered Muffin or Vegetable dish. 

Diam. 94," 7.50 ec. 
1174 Covered vegetable dish. Diam. 

6'/,"' 8.00 ea. 


OW sell your customers the quaint 
charm, dignity and soft beauty of these 
18th Century Benedict Reproductions.... 
and step up your fall profits with the grow- 
ing demand for old English pieces. This 
Georgian Period Design is priced for fast 
selling to an appreciative market. 
The 8 wanted pieces that make up this 
set capture the elegance of Old England 
. “with their beaded Ovolo and Gadroon 
‘borders, and Acanthus Leaf Foot. Bene- 
dict Period Plate is silver-plated in Bright 
Butler Finish, (E.P.C.). Order today. List 
prices subject to Keystone discount. 


Other items in the line not illustrated 


List Price 
1176 Covered dish for vegetables, spaghetti, os 
soup, hot muffins and rolls. Diam. 7!/'' $10.00 ea.~ ~ 


1178 Twin Preserve, Nut or Mayonnaise stand. 
Diam. of each bowl 4!/."' 

1181 Openvegetable or fruit dish. Size 934"' 
x 7's 


. 


6.00 ea. 
6.00 ea. 


BENEDICT Mfg. Co. 


Dept. 10 


Eust Syracuse, N. Y. 
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USES GROCERIES TO SELL SILVER 


(From page 96) 


of using it for cigarettes but which proved to be just 
what she wanted and for which she gladly paid $75, 

Another good patron expressed a desire for an extra 
large size silver ash tray. Nowhere could she find one 
as big as she wanted. Foster’s suggested taking a silver 
bowl which had been originally designed for candy or 
nuts and soldering on its rim the silver grooves in which 
to lay the cigarette. Not only did it prove to be exactly 
what this customer desired but it suggested to Foster’s 
that other women might want the same thing, so they 
ordered a stock made up in that way and within the 
past six months have sold ten dozen of them at $7.50 
each, or an extra volume of $1,060 on this one minor 
item. 

Last, but by no means least, of the factors in the 
store’s success, Mr. Foster emphasizes the practice of 
trying to make thoroughly welcome every caller whether 
she has come in to make an actual purchase or is only 
“just looking around.” Every customer is given the 
same courteous and respectful attention, whether she is 
planning a thousand dollar purchase, a 50 cent one or 
none whatever. 

“We figure that everybody knows someone who has 
money even if she hasn’t any herself, and can often help 
us or hurt us with her friends,” says Mr. Foster, “so we 
are just as cordial to the price-asking woman who 
wanders in to spend an idle half hour as we are to those 
whom we know have real money and are going to 


spend it.” 


INSCRIPTION PLATE FOR AWARD WATCHES 

Engraving ,inscriptions, where they will show, on 
watches that have been awarded as trophies or gifts 
from ‘organizations to officers has always been a prob- 
lem. So, too, has it been difficult to engrave on the 
reverse side of steel-backed watches. 

R. Dix Edwards, of Edwards-Ludwig-Fuller Jewelry 
Co., Kansas City wholesale jewelers, solved both prob- 
lems when his firm was asked to rush the engraving of 





The inscription plate is practical and decorative 


an elaborate inscription on a number of stainless steel- 
backed watches sold by Sol Marks & Son, retail jewel- 
ers of Lawrence, Kans., to the committee managing the 
N.C.A.A. basketball championships held last March in 
Kansas City. 

The design, consisting of a metallic plate attached 
to one of the lugs of the watch and fitting over the 
strap, displays the inscription attractively and prom- 
inently. Winners of the watches were so delighted with 
the inscription plates, that Mr. Edwards is considering 
patenting both the idea and the design. 
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JEWELER INSTALLS RADIO "BAR" 

A bar has been installed in the 
Spencer jewelry store in Dayton, Ohio. Instead of in 
instead of D.T.’s 


recently modernized 


toxicants, it “serves” radio; . patrons 
ean get Dy. 
Customer's sit comfortably before Spencer's radio bar, 


in four leather-covered stools with backs, 


within easy 





Selecting a radio at Spencer's bar 


reach of a large number of small radios, ready for oper 
ation. Altogether, the playing of 45 different sets can 
be sampled. 


This unusual method of displaying radios has resulted 





in much word-of-mouth publicity for Spencer's, as well 

as upping the sales volume of the radio department. 
Spencer's also does one of the biggest selling jobs | 

with portable typewriters in the Dayton area. Type 


writer sales are stepped up by having displays next to | 





Repair department displays invite impulse sales 


the repair department, which is visited by hundreds of 
high school students who come in for their class rings. 
and thus see the portables displayed nearby. While wait- 
ing to confer with the repair clerk, customers frequently 
try out the typewriters, 


presenting a new sales lead. 


“Impulse” sales are generated, in the repair depart 
ment, by frequently changed displays of medium- and 
low-priced merchandise shown inside the showcase over 
which repair business is transacted. For instance, pipes. 
packaged men’s jewelry, watch bands and a few wrist 
watches comprised a recent grouping in this case, and re 
sulted in a number of unsolicited sales. 


Milton H. Schlosser, Washington, D. C.. 
taking advantage of election year with direct mail that 


jeweler, is 


resembles campaign material but really announces an 
“Election Sale.” Mr. 
.’ has his picture 


Schlosser, “‘people’s choice fer 


jeweler and a message on a post card. 
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Pendant, 


Fisher Flags 
Are Authentic. 
Hard Enamel on 
Karat Gold, 
Sterling Silver, 
Gold Plate. 


(Illustration 


Actual Size ) 





“THE Tro — a 


No. K403—Locket, No. K402—Bracelet, No. 





K405—Brooch, No. K404 


THE universal appeal of flowers 
provides the urge-to-buy beautiful 
"Petite Fleur" jewelry by Fisher. 
Wrought in 18K Gold Filled, which 
accentuates the distinctive three- 
tone effects, the items in the group 
express Fisher hand-craftsmanship 
at its best. Fisher Lockets, con- 
ceded to be the most comprehen- 
sive line on the market, maintain 
their popularity. Are you showing 


the fast selling Book Styles? 
Ask Your Wholesaler 


J. M. FISHER CO. 


ATTLEBORO, MASS. 
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IT IS 
SERIOUS 
BUSINESS 


BUYING OLD GOLD, 
SILVER—PLATINUM, etc. 


is serious business with us. 


Every shipment received must 
be carefully tested, weighed, and 
valued. We realize that our 
check must be truly representa- 


tive of the values received, 


IT IS NOT THE ONE LOT 
but repeat business that gives 
us volume and we aim to have 
every jeweler listed as one of 


many satisfied DEE shippers, 


A 








>) 4 = & 0. 





/Yeecious M™| eva 





GENERAL OFFICES 





Ea 0.0 GOLD 


ANO PLANT AND SALES OFFICE 








700 W KINZJE ST 


CHICAGO 


55.—.WASHINGTON ST 











PRETTY SOFT, SLEEPING IN A SPOON! 





Nobody was ever born with a silver spoon in his mouth, but this lucky 
young fellow manages to sleep in one! He's William (Bill) S. Burdell, 
Jr., two months’ old son of William S. Burdell, president of Wm. 
Schweigert Co., retail jewelers, 846 Broad St., Augusta, Ga. His 
father says he's going to be the fourth generation in a family of 
jewelers. The sterling spoon, so big that it does nicely as a baby 
basket, is the Fairfax pattern made by the Gorham Co. It's said to 
be the largest teaspoon in the world. 


NAVY AWARDS SILVER CONTRACTS 


The Navy’s preparedness program includes new sil- 
verware, besides new ships and shells. 

Last month the Bureau of Supplies and Accounts of 
the Navy Department awarded contracts for $168,192.25 
worth of silver-plated hollowware and flatware to five 
The orders were apportioned as fol- 
lows: Gorham Co., $28,053.25; International Silver Co., 
46,756.50; Oneida, Ltd., $13,643.75; Reed & Barton. 
$52,987.50, and R. Wallace & Sons Mfg. Co., $16,- 
751.25. 

Goods are to be delivered within 30 days after the 
contracts were signed or as soon thereafter as possible. 
Intended for admiral’s, rear admiral’s, vice admiral’s. 
captain’s and wardroom officers’ mess, the silver includes 
such large items as 8,500 finger-bowl trays, 5,000 finger 
bowls, 3000 salt shakers, 1600 pepper shakers, 1000 
uncovered oval 10-inch vegetable dishes, 900 16-ounce 
cream pitchers, and 70 other classifications in smaller 


manufacturers. 


quantities. 


KNOWING YESTERDAY'S DESIGNS 
(From page 69) 

ture and furnishings inspired by this period are in active 
use, in living and dining rooms from coast to coast. Sel 
dom is a room done in the pure style of any one of the 
great 18th Century designers, rather are the pieces whicli 
relate in feeling and in character assembled to create a 
charming effect. So it is possible to combine for table 
service china, glass and silver stemming from any one 
of these 18th Century of Georgian sources. It is not 
necessary to keep straight in one’s mind the typical 
treatments of each designer; far more important is to 
recapture the background represented by these patterns 
in order to know in what settings they will be most appro- 
priate for present-day use. 

Next month’s article will explain French 19th Century 
influence on silver. 
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NEW STERLING SILVER SHOP FOR JACCARD'S 

Sterling silver sales have grown so markedly during 
the past year that the use of a specific shop for table- 
ware promotion has been indicated, according to Mermod, 
Jaccard-King, St. Louis, who recently built the beautiful 
new sterling silver shop pictured in the accompanying 
illustration. 

The shop is divided into two sections, one entirely en- 
closed in“glass for smaller pieces, segregated into manu- 





A sterling setting for sterling silver. 


facturer’s classifications and formal types, and the larger 
shop for fine table pieces as shown. Two lace-cloth table 
settings, with a thick broadloom carpet under foot, are to 
be used permanently for demonstrating various patterns, 
and specials in trend with store promotions. 

The rear case has four shelves for large sterling silver 
bowls, vases, serviettes, coffee kettles, and ornamental 
tableware, and is mirror-lined for the added appeal of 
reflected glow from polished silver. The “Silver Shop” 
has a separate entrance to the street. 


“It takes leg work—and head work—to sell clocks "’ 
says W. J. Wolf, manager of the Busch Jewelry Co.. 
10 Broadway, Denver, Colo. “Now people don’t care 
so much for the big old wall clocks that used to fea- 
ture the home, but business houses still do. They need 
them.” 

So up and down S. Broadway, in the many new stores 
of that rapidly growing business section, are the Busch 
tirm’s clocks. Not the advertising clocks with the names 
across the face, but smart, modern streamlined clocks. 
Whenever a firm prepares to move into that section, 
Mr. Wolf makes it his business to call on the head of the 
firm and talk clocks. 

“The time to sell clocks,” he says, “is when they are 
buying fixtures, and moving in. Then they admit that 
they want one or more, and need them. But, after 
they're in—and when the bills start coming in for fix- 
tures and the other things that are part of moving ex- 
penses—they don’t want to buy clocks!” 

The Busch store is small, without provision for stock- 
ing large clocks. So, after a prospective clock purchaser 
has been interviewed, and his ideas of the kind of clock 
he'd like are obtained, Mr. Wolf obtains a couple of 
samples from a wholesale house, and puts them in for a 
trial. The customer will sometimes accept both. 
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Be Prepared 


for 
BETTER 


BUSINESS 


There is every indication 
of very good business 
ahead for the retailers 
who are prepared with 
new styles and patterns 
of well known and 
wanted merchandise. The 
billions being put into 
circulation will bring 
much extra business into 
the jewelry store this 


Fall. 


In keeping with our pol- 
icy of being Headquar- 
ters for Headliners, we 
maintain complete stock 
and offer prompt service 
in filling and delivering 
your orders. 


ONEIDA COMMUNITY SILVER 





MILADY 


ELGIN NEW HAVEN 
WALTHAM WESTCLOX 
HAMILTON SIMMONS 
(zone 8) HADLEY 
INGERSOLL KESTENMAN 


You will find it efficient and economical to let 


us serve as your reserve supply. 


The A. H. FICKEN CO. 


850 EUCLID AVE. 


CLEVELAND OHIO 
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HOW 8 JEWELERS BETTER THEIR SALES SERVICE 


Thousands of merchants prove | EWELER No. 1 never stocks a new line of im- 
portance without asking the manufacturer to write 


Z e) 8) R I S T ©) R E F R ‘@) N T > la personal letter to his salespeople, telling them its 


qualities and advantages and suggesting selling points, 
Personal letters of this kind register when suggestions 
by the proprietor would not. 

Jeweler No. 2 asks the salespeople to make note of 
everything customers call for that is not carried, and 





| 

| 

| 

| of every call for such items. This enables the proprie- 
| tor to consider intelligently the possible advantage of 
| adding a new line or a side line. He stocked camera 
| supplies early in the current camera boom, on the fact 
| that his salespeople made notes of the first of such calls, 
| Jeweler No. 3 makes plain to his force the fact that 
the continuation of his business and of their jobs with 
him depend upon the net profit rather than upon mere 
gross sales. To that end he gives his salespeople in fre- 
quent talks, the cost figures on different lines. He shows 
the percentage that must be added to cover overhead 
expenses and what the necessary net profit should be. 
Thus his employes know what merchandise they ought 


to push. 

Jeweler No. 4 knows customers are influenced to make 
additional purchases by displays on the showcases and 
| he has come to believe in the value of those displays in 
| influencing salespeople to suggest additional purchases. 
| “Don't leave it to the customer to look around and see 
| something else he wants to buy,” he tells them. “You 
| look around and see what else you can try to sell him.” 
_ On the backs of certain displays, where it is feasible. 
| he places a card that reminds the salesman to sell, just 
| as the card in front reminds the customer to buy. 
Jeweler No. 5 makes enough proofs of every news- 
* Thousands of merchants have found that ZOURI paper advertisement to enable him to give one to 
each salesperson on the morning of the day they are to 


be published. Customers do not come into that jewelry 
also do a remarkable job of safeguarding sales volume store and mention advertised items, only to be met with 





Store Fronts not only boost sales right from the start, but 


in the face of intensive competition. For the advanced a blank look. They are met half way on any reference 
to the advertisement. In fact, the salespeople are often 
the first to mention any advertised special value. Ad- 
vertising that does not have over-the-counter coopera- 
Facing—give any store front the pulling power that really | tion rarely pays. 

brings results. It will pay you to get all the facts on this Jeweler No. 6 says, “Some salespeople get a kind of 
inferiority complex. They hate to suggest further pur- 
chases, especially of high-priced items, because they 


ZOURI features—such as rustless metal members and En- 


trance Doors, plus K.Z.S. Porcelain Enamel and Aluminum 


great sales-builder today. Use coupon below. 
a 


f poe , 4 j | ' have an idea it is asking a favor of the customer. I 
tell those employes they are really doing the customer 

a favor. They are putting him in the way of buying 

4 something that will give satisfaction and pleasure or 

that may prove a profitable investment financially. They 

may be saving the customer a trip back to the store to 
ba get something forgotten the first time. Once give a sales- 

j a q a - man confidence that he is being of service in suggesting 


purchases, and he will go ahead and make sales.” 






































Jeweler No. 7 says, “I have evolved a little plan that 






has helped a lot in many instances when a customer has 





Zouri Store Fronts, Niles, Michigan asi ae : It | 
R ‘ome 1 ‘ pone elses S a , be a man 
Rush my copy of your new illustrated booklet on es ee er en — 


I 

t 

ZOURI Store Fronts. J-940 | 
NAME l for a friend who cannot come down town. Wherever 

| 

1 

| 






on an errand for his wife, or a woman to buy something 








there is opportunity to make the sale more certainly 





| satisfactory by doing so, my instructions to the sales- 





ee ee ee » man are to ask permission to call on the telephone the 
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person who sent for the item, getting more detailed in- 
formation as to what is wanted and for what use. In 
this way I have saved many a sale from proving unsatis- 
factory or resulting in returned goods.” 

Jeweler No. 8 has instructed his force that no cus- 
tomer entering his store must have to look for a sales- 
man, go and find one, or attract a salesman’s attention. 
When there is a salesman not occupied with another 
customer, it is that salesman’s business to go to the new 
customer at once. Every other task is secondary to 
giving the customer prompt service. The customer, his 
salespeople are told, must be their one main objective. 
Get to the customer right away. If all salespeople are 
already waiting on customers, let the nearest one greet 
the new comer and make it plain there will be a sales- 
man available soon. Customers wait willingly enough 
when they believe they will receive attention in their 
turn and at the earliest possible moment. 


Captivating Rita Hay- 
worth Becomes Even 
More Fetching In This 
Little $250,000 Gown 





The most expensive gown in the world—probably the 
is shown here on lovely Rita Hay- 





costliest ever made 
worth, famous motion picture starlet. 

To create this dress, which is owned by the Imperial 
Pearl Syndicate, Los Angeles and New York, nearly 
80,000 cultured pearls were used. The gown is valued 
at $250,000. 

Miss Hayworth first wore the gown at a party to raise 
funds for war relief where it proved to be the major at- 
traction and it will be similarly displayed at other events 
of like nature during the fall, after which it will be 
auctioned off either as a whole or in parts for the Red 
Cross and other war relief charities. 
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The 
"LIBRARY" 


A handsome little clock 
for library, den or boudoir. 
Rich, dark-green Catalin 
case with lustrous, mar- 
ble-like grain. Ivory-color 
case also available. Gold- 
color numerals’ outlined 
in black on silvered 
ground. Polished brass 
bezel, unbreakable crys- 
tal. 30-hr. mvt. One key 
winds both time and 
alarm. Height, 4%”; 
width, 5%”; depth, 2”. 
Retail price, $4.50; Key- 2 
stone list, $5.50. Same clock without the base (called the ‘‘Den’’), 
retail price, $3.75; Keystone list, $4.60. 










































































“OVERNITE" lll 
Alarm : 


Flexible shutter-slide encloses dial and rear, for protection in 
trunk or bag. Full radium numerals and hands, unbreakable 
crystal. 30-hour alarm movement. Height, 34%”; width, 44”. In 
polished, brass-trimmed ivory case, as shown, retail price, $4.25; 
Keystone list, $5.82. In chrome-trimmed black case, retail price, 
$3.75; Kevstone list, $5.10. 





“ORLEANS" Chime 


Mahogany case with ‘‘quilted’’ maple veneer front, walnut plywood 
top, ivory-color side inlays. Raised-numeral dial, dark blue hands. 
Convex crystal with polished brass sash. Full Westminster self- 
adjusting quarter-hour chimes and hour strike. Self-starting elec- 
tric or 8-day pendulum. Height, 8”; width, 15”. Prices on request. 


DELIVERIES CAN BE MADE AT ONCE ON 
OUR 7-JEWEL GOLD-PLATED WATCHES 


Your Jobber Can Supply You 


NEW HAVEN Gimepicces 


THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. 
Fine Timepieces For 123 Years 
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THERE IS A GOLD MINE wo 


Sifts For Men 


Our fall 1940 group of quality 
“Gifts For Men” belongs on 
every Jeweler’s “must” list. 

Here is quality, style and a refreshingly new sales 


appeal in real gifts for he-men not approached by 
any other line on the market. 


GIFTS FOR 
THE GOLFER THE FISHERMAN 
THE HORSEMAN THE SPORTSMAN 


THE SKIPPER 
THE MAN WHO SHOOTS 





Visit our convenient showroom while at the convention 


Send for your copy of our folder. 


No. 323 English Bronze finish Shotgun and natural Sold exclusively by 
painted pheasant on walnut book ends. $7.50 


No. 99 Wood hand carved and No. 181 Nautical % day clock and e 
painted Mallard Duck decoy ciga- Barometer Book Ends. Polished AMIL U LO-4 
rette box. $3.00 brass on maple. $15.00 é @ 
No. 0345 Saddle stitched’ russet 
No. 6370 Leather golfers cigarette leather cigar’ or tobacco humidor. ) RE ; : 3 , 
box and ash tray combination. $4.25 $4.25 . 225 FIFTH AVENUE NEW YORK, Mm. Y. 
Prices are wholesale Established 1923 























NATIONALLY ADVERTISED 


And now Everlast hand forged aluminum of distinction is being advertised nationally in House Beautiful and 
Guide for the Bride. Take advantage of this country wide message by having these items in stock. Write for 


information. 
HAND, 
BOSTON GIFT SHOW—STATLER HOTEL sep My, THIS HALLMARK 
ROOMS W614-W616 ears % IS A GUARANTEE 
% 4 OF TRUE 
2 
> eran ey CRAFTSMANSHIP 


‘METAL PRODUCTS CORP. 


225 Fifth Avenue ~ SUITE 1100 ~ New York City 











In Los Angeles: Russell Morgan Shown at all In Toronto: Hopkin-Morgan Co. 
712 So. Olive Street major Gift Shows 7 Wellington St., W. 
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Stability Is Keystone 
Of Gift Sales 


by J. RICHARD IANDER 





Decorative copper in the modern tempo. Hand- 
hammered, each piece highly styled also serves 
a utilitarian purpose. Retail price range, $1 
to $6; A. L. Larimer, 225 Fifth Ave., New York. 


AS the activity of retail jewelers in the merchan- 
dising of gift and art wares persists with increas- 
ing intensity, a logical question arises: Do gift and 
artware sales constitute a really stable adjunct to the 
jeweler’s general business volume? 

Too heavy an inventory, one jeweler reminds, seri- 
ously weakened convalescent buying power a few years 
ago. Is there a danger that the jeweler who inaugurates 
a gift and art department, and stocks up with such 
wares, may then find his sales possibilities vanish almost 
as quickly as they arose? 

Nothing in the outlook today, economic, political, or 
otherwise would seem to indicate this. Jewelers who 
operate gift and art departments draw their gift sales 


from two sources: (1) from their “steady” jewelry 
clientele, enticed to additional purchases in gifts by 


prominent and tasteful gift and art displays in the 


Old imported Persian 
copper pitcher and 
Chinese paisley shade 
make this an outstand- 
ing lamp from an ex- 
tensive line appealing 
to jewelers. Ivon Bear 
Co., 30 West Twenty- 
fourth St., New York. 
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Royal Haeger fountain, designed in a variety of 
finishes by Royal Hickman. Operates on minia- 
ture motor and pump unit concealed in center. 
Retail, $15. Royal Haeger Lamp Co., Dundee, Ill. 





"Schierenhide" solid laminated leather desk en- 
semble. Pieces range $2 to $7.50; magnifying 
adjustable "Magna" calendar, $10, all prices re- 
tail. Schierenhide, Inc., 30 Ferry St., N. Y. C. 





Bronze and aluminum combinations in smokers’ 
accessories. Aluminum bars are utilitarian as 
well as decorative. Price range, $1.25 to $15, 
retail. S. White & Co., 3 E. 44th St., N. Y. C. 












Big Christmas Money 
for Youin B/LLFOLDS 


by) RINCE ) VALUEWISE 
CUSTOMERS 



















ARDNER 


Supreme quality and workmanship— 
famous “Invisible Stitch” construction—prac- 
ticality and popular appeal—smart styling— 
attractive packaging — Nationally Advertised 
in Life, Esquire, Vogue! 


VT EE 


ibe 











‘The Classifier, for the man who wants a definite, handy place for 
everything he carries. Retails at $3.50 up. One illustrated, in Hand- 
boarded Goatskin, $5.00. 


The sort of gift 





item that thoughtful persons see 
first in any display. Everedy’s new 
Electric Broiler broils, toasts, fries 


and boils right on the dining table! 





Swank and modern .. . gleaming 


The Wafer, for the man who wants a smart, ultra-thin, billfold with- 
out any gadgets. Retails at $2.00 up. One illustrated, in Iceland 


| 

| with ever new-looking chrome. 
Seal, $5.00. | 
| 
| 


Works efficiently (high or low 
heat) on either A.C. or D.C. Send 
today for folder illustrating and de- 


scribing this clever table accessory. 





The Paymaster, for the man who wants a removable coin pocket. RED y 


Retails at $1.50 up. One illustrated, in Molay Cowhide, $3.50. 


Write Today for Samples and Prices 


PRINCE GARDNER, Pine St. at 19th, St. Louis 
358 Fifth Ave., New York—36 S. State St., Chicago NEW YORK SHOWROOM « 200 FIFTH AVE 
468 King St., W., Toronto, Ont., Canada 
CHICAGO - THE ZANGS CO., MERCHANDISE MART 





3 EAST STREET ¢ FREDERICK, MD. 
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Actual leaves are pressed on this hand made 
pottery before firing. Sculptured by Mary and 
Ed Scheier in many patterns and colors. $1 to 
$7.50 retail. Southern Hiqhlanders, Inc., 610 


A hand-fashioned crystal tree in varied colors 
and "Porsalana" flowers of simulated porcelain. 
Tree, $2.95 to $15; "Porsalana” flowers, $1.25 
to $15 retail. Marimac Novelty Co., 225 Fifth 





Fifth Ave., New York City. 


store; (2) from “transients” or new customers drawn 
into the store by window displays, local advertising. 
etc., publicizing the fact that Jeweler So-and-So, who 
has a quality reputation, carries quality gift and art 
items moderate in price. 

It is this latter group which jewelers report is on 
the rise and which is a gift and art buying clientele. 
This group, if conditions are interpreted aright, are not 
likely soon to diminish, and buying power, economists 
say, is on the rise. Order writing at the recent Chicago 
and New York-Philadelphia Combined Gift Shows, 
where close to 20 per cent of the buyer attendance were 
jewelers, can only presage heavy fall retail sales in 
gifts. The general business upswing, economists further 
suggest, is due to fundamental, “grass-roots” recovery 
and not the hypodermic of any emergency production 
program occasioned by the European conflict and na- 
tional rearmament. “Our program of rearmament will 
in time largely increase the volume of production,” 
writes Colonel Leonard P. Ayres, banker and economist. 
in one of his bi-monthly bulletins issued by the Cleve- 
land Trust Co., “but as yet it has not greatly con- 
tributed to it. At the present time all the new output 
of goods made for our Army, our Navy and for military 
use abroad does not contribute more than two per cent 
of the volume of our total industrial production.” 

Jewelers, then, are yet to taste increased business 
which will naturally come when the program is fully 
under way. And gift and art sales, steadily increasing 
for the past year, were on the increase before the pro- 
gram was born. 

Apart from business in general, gift and art wares 
have a sales stability of their own: (1) they are mer- 
chandise produced by American and unaffected foreign 
sources; (2) they have inexhaustible sales “pull” since 
they are novel and timely, geared to the public’s taste 
or whim of the moment; (3) they provide a streamlined 
rate of turnover, coupled with a highly favorable mark- 
up. It is the recognition of these qualities that has 
caused jewelers with gift and art departments to coin 


” 


the expression, “Every Day is Gift Day. 
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Avenue, New York City. 


American achieve- 
ment in hand-cut 
lead crystal is this 
perfume bottle which 
vies in quality with 
the finer crystals, for- 
merly imported. 
Height, 7"; variety 
of patterns and 
shapes; retail, $7. 
American Cut Crys- 
tal Corp., 42 E. 23 
St., New York City. 


Miniatures hand-carved from finest woods. 

Pieces faithfully reproduced to order for col- 

lectors. Price range, $10 to $50 retail; acces- 

sories also supplied. Elizabeth Chellson, 225 
Fifth Ave., N. Y. C. 
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MADE IN AMERICA 


We ate the ultimate in design and 
craftsmanship of full lead crystal, 
CONCORD has caught the fancy of 


sll Juayers. 
J. H. VENON, INC. 


* 212 Filth Avenue, New York, N.Y. * 














NO. 550 T 
ONE OF THE NOVELTY NUMBERS 
IN OUR FALL LINE 


ARTHUR ARMOUR ALUMINUM 


The Aristocrat of The Metal Lines 


For Years the favorite of the Retail Jeweler, 
who places Quality and Craftsmanship 
above price. 

Ask for our new 40-page Catalog A 
Sole Distributor 


A. STANLEY BRUSSEL 


LOS ANGELES— 
TARA SALES CO., 
712 SO. OLIVE ST. 


225-5TH AVE., 
NEW YORK CITY 











HERE’S going to be a big Fall this year 

for the jeweler who has a Gift and Art 
Department. That was presaged at the re- 
cent Gift Shows in Chicago and Philadel- 
phia where jewelers, comprising close to 20 
per cent of the total registration, broke all 
And they 
bought and bought until exhibitors said 


previous attendance records. 


happily through their weariness that it was 
the best show season since 1932. 


Eastern jewelers who missed these two 
events still may find opportunity in the 


Boston Gift Show, Sept. 9 to 13, in the Hub 














rk From Finland 





nwom', DINNERWARE by ARABIA AB 


The distinguished ‘‘Faja’” pattern of Helsinki Faience dig- 
nified with Cobalt Blue and Gold bands. 


Available for immediate delivery from New York are the 
53 piece set at $11.50 and the 93 piece set at $23.00. 


Order direct or view the complete line, together with 
Decorative Crystal by KARHULA OY and Decorative Art 
Pottery by KUPITTAAN SAVI OY at our new and en- 
larged showrooms. 


FINLAND CERAMICS & GLASS CORP. 
225 FIFTH AVENUE Rooms 515-517 NEW YORK, N. Y. 
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IN GIFTS 


City. Displayed there in abundance will be 
the fine quality, fast selling gift and art ware 


represented on these pages. 


These pages, incidentally, are the tip-off 
as to what’s going on when the shows are 


not. Only here is every month a show 
month. And augmenting these advertise- 
ments are pages of editorial comment point- 
ing the way for jewelers to the “more abun- 
dant life.” mounting sales quotas from the 
intelligent stocking and merchandising of 


ever new and ever varying gift and art wares. 





NOW - bee VTL, y 


rNorma pencil is-a top 
writing instrument and 
a top seller. It writes in 
pur colors and writes profits in, 
y man's language. Instant 
‘shift changes color... completely ~ 
guaranteed e 
New, beautiful display cases: ~ 
carry complete assortment. Im- = 
pressive magazine advertisi 
sells Norma to your customers. 
Write for descriptive circul 
Retails from $1.50 to $10.00, 
Also made in 14 karat soli 
natural, green, plain 
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Custom made table linens by THE EDGREN TRADING CO. Chintz 
appliques—stitched embroiders—Swedish damasks. Our own designs 
or styled to order. In ail colors, materials and types. Also, mono- 


gramming. 


Above: Hand chintz applique on organdy and linen, 16 piece set, 
$20.00. 2. Round doily set, Bisso with gold stitched design, 16 piece set, 
$20.00. 3. Stitched embroidery, 16 piece set, $16.00; 4. Tray set with 
napkin in stitched flower pocket, $3.00. 5. Morning glory tray set with 
two napkins, $2.75. 6. Stitched organdy flower doily set, 16 pieces, 
$20.00. 


ALL PRICES NET 


Elexabeth Chellson 


225 FIFTH AVENUE NEW YORK 





Spode 
WESTMINSTER 





There is a Spode pattern to suit any 
taste or pocketbook. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 
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OUR FLORAL GEMS 


are unique wall decorations, consisting of preserved 
flowers, daintily arranged and grouped by people of 
unusual taste and culture. They are covered by a 


convex glass, giving them a remarkable perspective. 
They are so beautiful, that almost every dealer han- 
dling them, RE-ORDERS CONSTANTLY. They look 
so fascinating in the show window, that they attract 
many new customers. 





No. 2442, 3% inches in diameter assortment of flowers and back- 
grounds, boxed in pairs. 

$3.60 per doz. pairs. 

$10.00 per crate of three doz. pairs. ; 
We have them in all sizes, round and oblong, up to 11 nches in 
diameter, and up to $21.00 per doz. pieces. 


Completely illustrated price lists mailed on 
application. 


LEO KAUL IMPORTING AGENCY 


115 to 119C South Market St. Chicago 

















Trattice Getters? 


Giftwares will pull the traffic into your store, when you can 
scoop your competition on new items that are best sellers. 
MARKET FLASHES! 

Friedlander gives you regular Bulletin flashes on the ‘‘hot’’ items in the 
market. As an extra feature, you and cooperating jeweler members get the 
exclusive monthly list of ‘‘5 Top Sellers’ in the giftwares field. You get expert 
shopping service, too—dependable follow-ups on your item inquiries, promotion 
tips and many other plus values besides. 

PROFIT MAKERS! 

One jeweler writes: ‘‘Your bulletins were of great aid because we were able 
to show and sell new items long before other stores here. . . . Frankly, our 
membership in your service is one of the best investments we have made in our 
many years in this business.’’ 

Friedlander can build traffic for your store, too. Get the whole story, without 
obligation. Clip coupon to letterhead—mail now. 


° GIFTWARES 
Friedlander BUYING SERVICE 














ee ee ee ee Sample Bulletins FREE/‘=seenunumame, 


FRIEDLANDER BUYING SERVICE. . 
302 Fifth Ave.. New York, N. Y. Dept. K-! i 
Without obligation please send sample Market Bulletins and outline of i 
your Giftwares Buying Service for Jewelers. 1 
PS irre rere 8 a ae ene Or a Rae e 
NE Raley extn S554 say stale AONE S aw Sab ie airaleice eee baie ik 1 
VIS at uik MAW adda MER bi eee kiwis ane 0 eee i 
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Original Exclusive 


Now shipped from New York as well as the Pacific Coast 


CERAMIC FIGURES ART POTTERY 
Colorfully Decorated Hand made—duo tone 


effect 
STYLED COPPER PIECES GOURD STRINGS 
In the modern tempo Brilliant and colorful 
Complete lines displayed at the 
BOSTON GIFT SHOW—HOTEL STATLER 
Room 532 September 9 to 13 


A. L. LARIMER 


ROOM 443 
225 Fifth Avenue New York, N. Y. 
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OYAL support in New England, says William Little, 
reservation manager, accounts for the consistent 
growth of the Boston Gift Show, this year to be held 
Sept. 9 to 13, at the Hotel Statler. Appreciation of 
quality runs high, too, asserts Mr. Little. The show 
will open with an 8 per cent exhibitor increase over 
last year, or a 50 per cent increase since March, 1938. 
Three floors will be occupied against the former two 
floors. The dinner-dance, social function of the show, 
is scheduled for Thursday evening, Sept. 12. 
* * 

Ar tHE Cuicaco Suow, where order-taking surpassed 
all seasons since 1932, glass, metal and pottery took 
heavy lead as jeweler favorites. A. Stanley Brussel, 
225 Fifth Ave., New York City, reported jeweler ac- 
claim for his line of hand-engraved crystal photo frames, 
clocks and perfume and boudoir trays, introduced at 


the show. 
«+e * 


Av 225 Firru Ave.,New York’s Gift and Art Center 
Building, Finland Ceramics and Glass Corp. have 
doubled their showroom space and now occupy two 
rooms on the 5th floor. Alice Shaeffer is also now quar- 
tered in larger showrooms on the 5th floor and _ has 
widened her stocks with a new line of utility wood and 
glass which includes hand-carved wall brackets and 
mirrors. 

* * * 

A New anv INDEPENDENT Suow to be conducted by 
the newly formed Vanderbilt Show China and Glass 
Association will be inaugurated next summer in New 
York City. Association officers are: Earl R. Crooks, 
Crooksville China Co., president; J. W. Mackey, Paden 
City Pottery Co., vice-president; Charles L. Sebring, 
Edwin M. Knowles China Co., secretary-treasurer. Di- 
rectors are A. H. Sharpe, Cataract-Sharpe Mfg. Co.; 
George B. Fowler, Homer Laughlin China Co.; C. C. 
Snyder, Roseville Pottery Co.; C. W. Carlson, United 
States Glass Co. 

* * 

Lreonore Doskow, designer of sterling silver novel- 
ties, hand jewelry and flatware, is in new showrooms and 
workshops at 49 W. 27th St., New York. In the produc- 
tion of her hand-made gifts Mrs. Doskow is in charge 
of every detail of manufacture as well as design. 

* * 

Tue Girr ano Art department of this publication 
will shortly embark upon a series of articles dealing 
with the successes of jewelers operating gift and art 
departments. Jewelers who have interesting experiences 
to relate of the merchandising of giftwares are urged 
to communicate with J. Richard Iander, associate editor. 
Gift and Art Department. tats § 

* * * 


Queries TO THIS Department for information 
regarding the installation of gift departments were 
received from 26 jewelers last month. The queries 
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came from upper New York state, central Pennsylvania, 
Indiana, Missouri, Texas, Arkansas, North Carolina, 
Mississippi and Canada. 

x * * 


JEWELERS WHO ARE MEMBERS of Friedlander Buying 
Service have been pooling their information on best 
sellers in the giftwares field with satisfying results. Each 
month member jewelers send the buying service lists of 
the “Five Top Sellers” in their own stores. From these 
individual lists the buying service compiles a special list 
of the five giftwares items receiving the most votes from 
the members. No individual member’s name is disclosed. 
This cooperative poll results in members benefiting by | 
up-to-the-minute information as to which items are 
actually pulling in the best business throughout the coun- 
try. Sample copies of the monthly “Five Top Sellers” 
lists are available to prospective members by addressing 
Friedlander Buying Service, 302 Fifth Ave., New York. 


"ABSURD SALE" CASHES IN ODDS AND ENDS 


An “Absurd Sale,” run about once a year, usually in 
February or some dull season, has proven a good adver- 
tising and sales promotion idea for the Mulford Jewelry 
Co. in Memphis, Tenn. 

For this occasion L. S. Harwell, president, will pick 
out some old merchandise—in fact, everything in the 
store that is shop-worn or doesn’t move—and make a 
window display of it and the rest is arranged on one 
counter and in one display case, showing as much of it 
as is possible. 

In fixing the price of an article, Harwell may show it 
to a sales person and ask, “What is this worth? Do you 
think anybody would have it?” The clerk may answer, 
“T don’t think it is worth more than 50 cents.” Cost has 
nothing to do with the selling price. The sole object is 
to get it out of the store, and to give the store some un- 
usual advertising which people will talk about for months 
afterwards. 

“We have a lot of fun along with it,’ Harwell ex- 
plained. “We call it the ‘Absurd Sale’ because the prices 
really seem absurd to the public and our method of ad- 
vertising is equally absurd—that is, what we say about 
the merchandise. 

“For instance, we had a dresser set left on our hands 
which had been engraved ‘H’. The retail price of the 
set was $25. In our ad we had it described as a dresser 
set ‘Engraved H’ which someone says stands for ‘Honey.’ 
This item moved out as soon as the store opened up the 
next morning. 

“We advertise, ‘No refunds, no credits, no exchanges, 
no complaints—if we wanted the stuff it wouldn’t be on 
sale. It is house cleaning time on odds and ends. It may 
be scratched or just shopworn—a lot of it we are tired 
of looking at. Maybe you will like it,’ followed by a 
description of the articles such as ‘This clock is scotch, 
was $6.95 now $1.49; belts, odd size, 75c., now a dime 
each; sterling bowl, a few more years and it would be an 
antique, $17.50, now $8.95; belt buckles, $5, sell at a 
quarter.’ 

“More advertising text amused—and sold—as follows: 
‘A diamond ring, the stone is exquisite but the mounting 


is not, $125, now $72.50; The XX watch . . . we have had 
(Please turn to page 119) 
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BIGGER VOLUME... 
WIDER MARKET... 
GREATER TURNOVER ... 


At Kirsten’s New 
Reduced Prices! ay 


STW & 


Pats. and Pats. Pend. 


“RADIATOR” PIPE 

AND KIRSTEN 
CIGARETTE 

HOLDER 









NEW PRICES 
Now in Effect 


New Standard Pipe..... . $5.00 
With larger cooling area and 
bowl capacity than the former 
$10 size. 





WAS NOW 
Medium Pipe . $12.50 $7.00 
Large Pipe .. 15.00 8.50 
Aristocrat .... 17.50 10,00 


Cigarette Holder. 3.00 2.00 


Dealers will find new profit possibilities now with the 
| KIRSTEN Pipes and Cigarette Holders—with at 
| least 70% of the country’s pipe smokers definitely 
| prospects for the pipe they’ve always wanted—now 
| at prices that offer no sales resistance at all! Now 
| YOU can stock KIRSTEN Pipes and KIRSTEN 
| Cigarette Holders in a complete assortment of sizes 
and styles—at relatively small inventory investment. 
The nation’s fastest selling smokers’ items are step- 
ping out to be bigger and better sellers than ever! 


HERE'S WHAT SOME KIRSTEN DEALERS SAY: 
“They should go like hotcakes at these prices” .. . 
“Have already sold out and had to reorder” . . . “This 
ought to be a tremendous item at Christmas” .. . “Now I 
can really afford to carry adequate stock to cash in on 
Kirsten advertising” . . . “Kirsten’s fair trade prices pro- 
tect my profit.” 


KIRSTEN PIPE COMPANY, Desk EJ 
3129 Western Avenue Seattle, Washington 
GC CS SANTEE AERO AS SN 
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INTRODUCING: — 





A CUTTING WORKS 
NEW 65 ALBION ST., 
BIRMINGHAM, 
peal ENGLAND. 
COMPANY 





BRITISH DIAMOND CUTTERS, LTD. 


ASSOCIATED COMPANY: J. C. Ginder (Birmingham) Ltd. 
125 Vyse St., Birmingham, England. 


NOW POLISHING A SERIES OF SIZES. 
SPECIALIZING IN .10 TO .30 IN GOOD MEDIUM WHITE 


COMPLETE INFORMATION GLADLY GIVEN 











HONESTY is mmmetaaee | ONE MAINSPRING IN YOUR SHOP 


... itis good business! 15 WORTH 100 ON ORDER! <—= 
FOR OVER 40 YEARS J. B. COOPER & | ===. LOOK AHEAD! BUY NOW! SPECIFY 


surest cad Ryest PLATINUM. IaPlad | Standard Crosscurved Mainsprings 


num, and Gold obtainable. | Proven Performance in Watches over a Long Period of Time 
WHEN YOU CHOOSE SANDSTEEL—YOU GET QUALITY MAINSPRINGS! 
FOR OVER 40 YEARS J. B. COOPER & inane an 


SON has paid the highest prices for Sweeps | WATCH-MOTOR MAINSPRING CO., INC. 
and Scrap Gold. | 145 Hudson Street New York 


COOPER’S POLICY of fairness and ac 
curacy continues unchanged ... always | A KEY TO PRECIOUS STONES 


‘ by Dr. L. J. Spencer—A basic scientific text and reference book 
making new friends. dealing with the principles of mineralogy as they apply to 


precious stones. Illustrated with line drawings and halftone 
reproductions. Price $2.75—Postage Paid 
The Jewelers' Circular-Keystone 


pecs B. COOPER & Son | CPriladelehion Por en Vor cit, 


INCORPORATED | 
| 

26 John St., New York CHANNEL © FISHTAIL @ MARQUISE © BAGUETTE 

m © j;BAGUETTE AND ROUND @ LOVE RINGS @ 


Factory: Brooklyn, N.Y. [Esra a lislailcmecteltel 12 aS ro) ae Ie 


SUPERIOR WEDDING BAND Co., INC. 


Our Reputation Is Our Success PAMDLOSTVUESE oot a PLE: NEW YORK 
MEMORANDUM CALLS GLADLY FILLED 























DIAMOND WEDDING RINGS 




























THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1940 


118 

















ABSURD SALE CASHES IN ODDS AND ENDS 


(Continued from page 117) 


this one for years, £40, now $19.95; six soup spoons were 


$3.50, you can have the lot for 60 cents; a dresser set. 


lovely but in the way, $15... now $3.95.’ 

“We interjected a little humor into the advertising,” 
Harwell continued, “‘such as, ‘You can look, laugh and 
make fun, but if you don’t buy it’s your loss.’ and ‘We 
have rounded up every odd and end in our stocks and 
put them in the Absurd Sale at prices that are just about 
as absurd as you can imagine. Items that were shop 
worn, items found pushed back under the counter, and 
items that we didn’t know we even had—cocktail set 
410, now $2.98; cigarette boxes, $15, now $4.95; bill- 
folds, $2.50, take them away for a quarter; table linens, 
#5, yours for 69c.; crystal and amber beads, $5, now 39c. 
each; and many other items too numerous to mention.’ 

“In other words the prices were absurd. You have got 
to carry that out in order to make it successful. We had 
an unusually good crowd coming in for these things. 
The first time 
noon. People 


we ran it, the ad broke on a Friday after- 
got their home editions around 3 o'clock 
and came right down. Others were on their way home 
from work and were reading the evening paper on the 
street cars and busses. They got off, turned around and 
came back to town to get these advertised items. 

“We started the idea in 1938 and ran one in 1939, but 
were unable to run one in 1940 because we did not have 
enough odds and ends to make a sale. We usually run 
in not only lower-priced merchandise but also a few 


diamond rings, watches and bar pins that run into a 
little more money but we also put on an absurd price. 

“We just do up all purchases in regular wrapping 
paper and tie it with ordinary string. If the buyer wants 
a box he must pay extra for it. Small items we just drop 
in an ordinary grocery sack. Every sale is final. It is a 
complete house cleaning of odds and ends. And you can- 
not seem too ridiculous with it. What you receive for 
the merchandise is velvet, because the odds and ends 
will have been pretty well written off in the inventory, 
and would never have moved at anything like their 
original selling price. It is largely the word-of-mouth 
advertising that you get out of it that counts. It’s not 
necessary to run a large ad or to splash yourself all over 
a page or even a half page. Our story can usually be 
told in three columns seven inches . . . and the store is 
crowded with people. 

“One woman, passing through town, came in early 
Saturday morning and spent the entire morning here. 
She went out to lunch with one of the clerks and came 
back. When she had finished she had spent $180 on 28 
different items, including a bar pin for which she 
paid $150.” 





A tradition, of more than a quarter of a century’s 
standing was continued on Aug. 13, when the jewelers of 
Kalamazoo, Mich., closed their stores at noon, and spent 
the remainder of the day picnicking with their employees 
and families at Gull Lake. More than 120 participated 
in golfing, boating, swimming and other games. Max 
R. Doolittle is president of the Kalamazoo Jewelers. 








WE DID IT 


Our phone number is still CENtral 1044 








FOR YOUR CONVENIENCE! 


WE ARE NOW LOCATED AT 


ROOM 1330 PITTSFIELD BUILDING 
55 EAST WASHINGTON STREET, CHICAGO 


READY TO GIVE YOU EVEN BETTER SERVICE 


MANHEIMER WATCH COMPANY 


* 

















— ELGIN 
ate 
= Ur HAMILTON* 
Sie’ Te 
ui’ WALTHAM 
7. |, WATCHES 
*Zones 9, 10, 12, 
& 13, 14 
a UB tN 


* 


Wholesalers of AMERICAN WATCHES since 1875 
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Two NEW STERLING PATTERNS by WEIDLICH | DISPLAYS CUSTOMERS' FAVORITE JEWELRY 


MADE IN COMPLETE LINES OF ALL STAPLE AND FANCY PIECES Giving customers an opportunity to participate in the 
— ag ay sg — jewelry store’s eye-appeal is a clever idea which has 
SILVER-THREAD ANCESTRY been used annually by the Michelson’s jewelry store of 
Cairo, IIl., for several years to pull in new customers and 
establish a profitable volume of sales. 
“We have found that customer-appreciation of the 
store is closely wrapped up with its prestige, and that 
| nothing stimulates the customer to think of Michelson’s 
as ‘my’ jewelry store as making them feel that the store is 






















































| proud of the merchandise it has sold them. For example, 
| when a customer has purchased diamonds of which she 
is inordinately fond, it pleases her immensely to be told 
that the store has used her as an example in quoting the 
value of diamonds. Our window idea was developed along 
| those lines, and has proven 100 per cent efficient in mak- 
| ing new buyers out of old customers, as well as bring- 
ing in a surprising amount of new customers.” 
Twice a year, in the peak seasons of spring and fall, 












BABY SPOONS 
IN LARGE VARIETY OF 
STYLES TO RETAIL AT 
$1.00 AND UP. 


the Michelson store invites its old customers residing in 
Cairo and surrounding cities of the Tri-State area at the 
southern tip of Illinois to choose their favorite jewelry 
piece sold to them by the store, and lend it to Michel- 
son’s for display in the store window with the customer’s 





name. All invitations of this type are sent by mail, hand- 
somely engraved and personally signed by the salesman 
who handles the recipient’s trade in the store. The dis- 
play is insured, and every promise made to return it 





INDIVIDUAL SALT 
D PEP 


3 PAIR IN BOX (6 Pes.) 
TO RETAIL $1.00 SET 
AND UP. 





safely. 

| Although women are ordinarily responsible for the 
| larger portion of gems and jewelry favorites turned in, 
| men have proven to be surprisingly responsive, accord- 
| ing to Michelson’s—-many bringing in gold jewelry, 
| rubies, and gem collections which have been their secret 
delight for quite some time. For example, a set of studs 


WRITE US 


FOR 
ssesars OT and links of solid gold set with topaz figures, one of the 
AND iy oldest pieces sold by the store, has been turned in by one 


| man year after year. Another has a diamond collection 
which he appears with promptly following his invitation. 
mm . ° e ” 
he window is trimmed merely as a practical means 





derbies N of demonstrating the jewelry tastes of the district, and 
HOLLOWWARE— thus has a small card with each piece which gives the 
NOVELTIES, ETC. 


| 
| 
| name of the owner. No dates, addresses or any other 
| information is given—due to the fact that a woman cus- 
tomer’s feelings might easily be ruffled if the card men- 
tioned that she bought her bracelet, brooch, necklace or 
whatever is concerned 20 years ago! Over 100 pieces 
were in the early 1940 window, covering everything from 
watches to exquisite silver. 

At the rear of the window modern interpretations of 
| the same type of jewelry, with cards calling attention to 
price changes and strides in manufacture, are used to 





STERLING 
MOUNTED 


CRYSTAL g A | put over the store’s selling message. In addition a news- 
bowed A cg | paper ad is run, inviting the public to see their friend’s 
ETCHED sonst | jewelry favorites. Scores of sales and new customers 
GLASS CHILD'S CUPS are the result. 
BIRCHWOOD oo? SETS | | | | . | 
BOWLS BOWLS, | Employment in the manufacturing jewelry industry 
conan enn PLATTERS, | has been on the increase in recent months, according to 
FORK & PITCHERS, | the latest data available in the Division of Labor Statis- 
ere ‘ prone | tics, Dept. of Labor. The employment index for July 
HANDLES A | be VASES, ‘ETC. | was 92.5, as compared with 91.6 for June and 88.5 for 
WEIDLIC STERLING SPOON CO. May. Employment was likewise ahead of the same month 





N. Y. Sales Rooms, 362 Fifth Ave. — Factory, Bridgeport, Conn. of 1939 by 5.5 points. 
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ADVERTISING IN GOOD BUSINESS PAPERS 





PRODUCES PROFITABLE RESULTS 





The PLACE 
The MEDIUM 


There is no worse time to try 
to close a sale than when your 
client is about to sink a putt. 
And it is equally futile to 
expect him to react favorably 
to business advertising when 
he is reading fiction. The 
right time to hit him with an 
idea relating to his business 
is when his mind is in busi- 
ness channels, thinking of 
merchandise in motion, and 
planning dollar profits. And 
—the place to do it is in his 
business paper, which he 


reads for but one purpose— 


PROFITS. 


Jewelers today are just as eager for profits as are all other merchants, 
whether they be butchers, bakers, or candlestick makers. Hence, they 


are alert for new merchandise and merchandising ideas. 
The medium to use for an advertising message to reach the jeweler is 
JEWELERS’ CIRCULAR-KEYSTONE—a dependable source of mer- 


a chandising and sales promotion ideas, window display helps, advertising 


suggestions, statistical data, trade news and other practical information. 
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Tampa Ordinance Impedes Industrial Cataloging 





PhillieGroup Asks Ban 
On Fair Trade Goods 
In Mayers’ Catalogs 


The Philadelphia Retail Jewelers As- 
sociation, a comparatively new but lively 
organization, is making itself heard in 
the Quaker City, as is a sister group, 
the Western Pennsylvania R.J.A., with 
its efforts to curtail industrial cataloging 
and wholesale-retailing. 

The Philadelphia association, a Penn- 
sylvania corporation, listing some 100 
names as co-plaintiffs, filed a bill of 
complaint in the Common Pleas Court 
No. 7, June Term 1940, against L. & C. 
Mayers Co., Inc., New York City cor- 
poration, accusing the firm of continu- 
ous and repeated violation of the Penn- 
sylvania Fair Trade Act of 1935. Among 
many other things the court was _ re- 
quested to enjoin the L. & C. Mayers 
Co. from further illustrating, reprint- 
ing or advertising for sale any mer- 
chandise manufactured which is under 
fair trade agreement in this state in any 
of its catalogs. 

Meyer Barr, of Barr's Jewelers, legal 
adviser to the association and chairman 
of the Legislative committee, announced 
recently that through the cooperation of 
the court and agreement of counsel, the 
Mayers Co. has promised to defer the 
issuance of its catalog in Pennsylvania 
until the suit is settled. Mr. Barr an- 
ticipates a settlement by Oct. 1, follow- 
ing a hearing set for the middle of 
September. 

lawrence Mayers, of the New York 
concern, would not confirm Mr. Barr's 
announcement and declined to comment 
on the matter. 

Albert Feldman, legal counsel retained 
by the association to handle the Mayers 
matter, anticipates a favorable opinion 
of the court, whereby the defendants 
would be restrained from showing much 
name brand merchandise in its catalogs. 

Mr. Feldman says. “In my opinion 
the only way successful attacks can be 
made against catalog houses is in the 
individual courts of equity of each state 
where the fair trade act is a law. In 
this way defendants cannot delay court 
activity to any great extent and cannot 
raise such questions of interstate com- 
merce, federal regulations, as has been 
done in suits where litigation was sought 
in the Federal Courts.” 

Burglars smashed their way into the 
display window of Henry  Blickle, 
Rochester, Minn., for the fourth time in 
29 vears, Aug. 5. The loot included 
five women’s wrist watches of Alvin 
make with “Blickle” on the dial. 
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Imposes License Fee, Tax on Local Firms Selling 
Goods Not Ordinarily Manufactured or Stocked 


Perhaps the most practical solution 
to the great jewelry trade problem of 
industrial cataloging has been developed 
in ‘Tampa, Fla., where, on Aug. 13, a 
measure sponsored by the local jewelers 
and other retailers was enacted as an 
ordinance. 

By the terms of this any employer 
who chooses to continue to carry or en- 
gage in selling merchandise not of the 
same general description as those regu- 
lariy produced or carried in stock, and 
sales of such merchandise are made upon 
the representation that such merchandise 
is being sold at a price which is less 
than the retail price at which such goods 
are normally and currently sold at re- 
tail in ‘Tampa, must pay a license tax 
of $100 plus $2 for each $1000 of gross 
sales or major fraction thereof. 

Although the measure was evolved by 
a jeweler, Alvin Magnon, head of the 
Adams-Magnon Jewelry Co., ‘Tampa. 
with the cooperation of W, H. Deuber. 


another local jeweler, it received the 
sponsorship of the Tampa Retail Mer- 
chants Association. 


It was pointed out to the Board of 
Aldermen by the proponents of the or- 
dinance that not only would the mea- 
sure have the effect of protecting the 
interests of the local retailing trade but 
would at the same time increase the 
city’s revenue in two ways: 

First, it was noted, that 
retail merchants of Tampa pay ad 
valorum taxes upon their stocks of 
goods, and also pay occupational licenses. 
gross receipts taxes, social security and 
unemployment taxes and many other di- 
rect and indirect State, Federal and 
local taxes, the industrial cataloger is 
usually beyond the reach of the taxing 
power of the city. Secondly, by placing 
a license fee and tax on goods sold 
through these channels the city’s coffers 
would be enriched. 

Perhaps one of the strongest argu- 
ments advanced, though, was that such 
an act would be in the public interest, 
since, as the ordinance reads, “the ulti- 
mate consumer is frequently the victim 
of fraud, deception and other sharp 
practices in that he is induced to buy 
merchandise because he is led to believe 
that he is getting a wholesale price when 
in truth and in fact such is not the case.” 

W. J. Bivens, attorney for the Mer- 
chants organization. cited a New York 
concern as the “chief offender” of send- 
ing catalogs te Tamna_ banks, utilities, 
publishing houses and other industrial 


while the 


plants, listing supposedly wholesale 
prices that might be obtained through 
local companies, although the goods 
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listed are not usually carried in stock 
or purchased for use by the local houses. 
Jewelry, silverware, clocks and other 
jewelry store wares were the chief items 
sold through this method, he said. 

The attorney said an investigation of 
the New York company revealed that 
prices offered by it in reality are retail 
prices. He said Tampa concerns fos- 
tered the idea of selling to their em- 
ployees because it “flattered” them to 
tell their employees that one of the 
benefits of working for them was that 
they could buy goods wholesale. 

Believing this ordinance to be of real 
interest to jewelers in many cities who 
find that their sales volumes are being 
materially reduced by such outside com- 
petition, and who may find in this a legal 
means to reduce such competition, the 
Jeweters’ CircuLar-Keystone publishes 
the full text: 
AN ORDINANCE TO LICENSE THE 
PRIVILEGE OF SELLING GOODS, 
WARES AND MERCHANDISE WHICH 
ARE NOT OF THE SAME GENERAL 
DESCRIPTION AS THOSE USUALLY 
PRODUCED OR CARRIED IN STOCK 
BY THOSE OFFERING SAME FOR 
SALE AND WHICH ARE SOLD AT A 
PRICE REPRESENTED TO BE LESS 
THAN THE CURRENT RETAIL PRICE 
OF SAID GOODS, WARES AND MER- 
CHANDISE, AND ALSO TO_ PRE- 
SCRIBE A PENALTY FOR THE VIO- 


LATION OF THE PROVISIONS OF 
THIS ORDINANCE AND TO REPEAL 
ANY EXISTING ORDINANCES IN 


CONFLICT HEREWITH. 

WHEREAS, there has developed a plan 
of merchandising known as “wholesale 
retailing’’ whereby one designating him- 
self or itself as a wholesaler places with 
industrial plants, public utilities, banks, 
publishing houses, mutual buying clubs of 
fraternities, colleges or universities and 
others, its catalogs wherein .the dis- 
tributor of the catalogs represents him- 
self or itself to be a wholesaler, and 
further that the prices and discounts as 
quoted in said catalogs are the wholesale 
prices of the articles therein described 
so that those using said catalogs are led 
to infer that they are buying the Ge- 
scribed articles at prices which retailers 
pay for the same articles thereby saving 
an amount equal to the retailers’ profit, 
although in truth and in fact the quoted 
prices after deducting the quoted dis- 
counts are not wholesale prices and the 
purchasers are thereby deceived, and, 

WHEREAS, the retailer Merchants of 
the City of Tampa pay ad valorem iaxes 
upon their stocks of goods, wares and 
merchandise, and also pay occupational 
licenses, gross receipts taxes. social se- 
curity and unemployment taxes and many 
other direct and indirect State, Federal 
and local taxes and are, therefore, en- 
titled to compete on a fair and equitable 
basis with all who would supply the 
retail demands, and, 

WHEREAS, under the aforesaid plan 
of “wholesale retail’ merchandising the 
industrial plants, public utilities, banks, 
publishing houses and others receiving 
the catalogs use same for purchasing va- 
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rious and sundry articles for resale to 
their officers, employees, agents, members 
and others so that a sale of the articles 
so purchased is thereby made by the said 
industrial concern, public utility, bank, 
publishing house, mutual buying club er 
other user of the catalogs to its officers, 
employees, agents, members or others 
who are the ultimate consumers, said 
sales being with or without a profit de- 
pending upon the agreement between the 
parties, and, 

WHEREAS, the principal offender, to 

wit, the person, firm or corporation which 
distributes the catalogs representing him- 
self or itself to be a wholesaler is usually 
beyond the territorial reach of the police 
and taxing power of the City of Tampa, 
Florida, and, therefore, pays no ad val- 
orem, occupational or other tax revenues 
to the City of Tampa, Florida, while 
those industrial concerns, public utilities, 
banks, publishing houses and mutual buy- 
ing clubs which use said catalogs and 
which are located within the City limits 
of Tampa, Florida, and which resell the 
articles purchased from the catalogs to 
their officers, employees, agents, members 
and others are within the territorial lim- 
its of the City of Tampa, Florida, and 
subject to the police and taxing power of 
the City of Tampa, Fiorida, and, 
_ WHEREAS, the ultimate consumer is 
frequently the victim of fraud, deception 
or other sharp practices in that he is in- 
duced to buy merchandise because he is 
led to believe that he is getting a whole- 
sale price when in truth and in fact such 
is not the case, and also in that the 
articles purchased are not carried in 
stock by the employer where they may be 
readily inspected, and in that the ulti- 
mate consumer has no practical means 
of compelling service or adjustments «as 
to the articles so purchased, and, 

WHEREAS, because such articles 
not carried in stock by the industrial 
plant, public utility, bank, publishing 
house, mutual buying club or other con- 
cern using said catalogs, the said articles 
are not subject to assessment by the 
Tax Assessor of the City of Tampa, Flor- 
ida, for ad valorem taxes. 

NOW, THEREFORE, be it ordained by 
the Board of Representatives of the City 
of Tampa, Florida: , 

Section 1. That a license tax of $100.00 


are 


Plus $2.00 for each $1,000.00 of gross 
sales or major fraction thereof of the 
sales herein contemplated be and _ the 


same is hereby levied upon and shall be 
collected from every person, firm or cor- 
poration exercising the privilege or carry- 
ing on or engaging in the business of 
selling goods, wares and merchandise 
which are not of the same’ general de- 
scription as those regularly produced or 
carried in stock by such person, firm or 
corporation. and which sales of said 
goods, wares and merchandise are made 
upon the inducement or representation 
whether express or implied that said 
goods, wares or merchandise are heing 
sold at a price which is less than the 
retail price at which the said goods, wares 
and merchandise are normally and cur- 
rently sold at retail in the City of Tampa. 
Florida. : 

Section 2. That said tax shall be levied 
and collected even though such sales be 
limited to employees, officers or agents of 
said person, firm or corporation or to 
members of a mutual buying club and 
even though no profit is realized by such 
person, firm, corporation or mutual buy- 
ing club. 

Section 3. 


That every person, firm or 
corporation subject to the provisions of 
this ordinance shall make returns to the 


City Tax Collector showing the amount 
of the gross sales which are subject to 
the provisions of this ordinance for the 
twelve months’ period ending September 
30 immediately preceding the license 
year, and any person, firm or corporation 
which has not been engaged in the busi- 
ness herein described for the previous 
twelve months shall pay the minimum 
license tax of $100.00 above specified and 
at the end of the first three months’ busi- 
ness, shall file a sworn statement of sales 
made during said three months’ period 
and the remainder of the tax, to wit. 
$2.00 per $1,000.00 or major fraction 
thereof of sales for the ensuing vear 
shall be based upon the said sales for 
said three months’ period and shall be 
calculated by taking a monthly average 
of said three months and multiplving said 
monthly average by twelve to determine 
the total sales to be paid at $2.00 per 
$1.000.00 for the year’s business. 


Section 4. That it shall be unlawful 
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for any 


person, firm or corporation to 
exercise 


the privilege or engage in the 
business of selling goods, wares and mer- 
chandise which are not of the same ygen- 
eral description as those regularly pro- 
duced or carried in stock by — such 
person, firm or corporation and which 
sales of said goods, wares and merchan- 


dise are made upon the inducement or 
representation whether express or jim- 
plied that said goods, wares and mer- 


chandise are being sold at a price which 
is less than the retail price at which said 
goods, wares and merchandise are nor- 
mally and currently sold at retail in the 
City of Tampa, Florida, unless such per- 
son, firm or corporation shall first pay 
the license tax hereinabove set forth and 
comply with all other obligations here- 
inabove required. And any person or 
persons or any managing officer, agent or 
employee of a corporation convicted of 
violating any of the provisions of. this 
ordinance shall be punished by a fine of 
not more than $200.00 and/or imprison- 
ment for not more than sixty days. 
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War Department Recommends 
Steps to be Taken by Horos 
Who Want to Work in Defense 


The War Department, in response to 
an inquiry by this publication, as to the 
present-day demands for watchmakers 
in private industry as well as in branches 
of the military services, reports: that 
there is an ever-widening opportunity as 
manufacturing plants begin to receive 
contracts to produce defense machinery. 

Col. H. K. Rutherford, Ordnance 
Dept., a Director of the Planning 
Branch, is of the opinion that numerous 
skilled watchmakers could be_ readily 
trained to perform satisfactorily many 
of the duties involved in the manufac- 
ture of delicate instruments, as super- 
visors, inspectors, machine operators and 
assembly operators, 

In prosecuting the rapidly expanding 
procurement program for national de- 
fense a need will exist for qualified and 
experienced personnel in the manufac- 
ture of fine instruments such as_ time 
fuses, airplane engineering and navi- 
gating instruments, gun sights, range 
drums, quadrants, bomb sights, anti- 
aircraft directors and height finders. 
The majority of the manufacturing 
plants receiving contracts for such items 
will require many skilled workers in 
order to fulfill their contracts. 

There will also be a limited need for 
additional personnel for the cleaning, 
repairing and assembling of these in- 
struments in Army and Navy Ordnance 
depots. Civilian personnel working in 
the military services are, under the 
present regulations, selected from the 
Civil Service register. Therefor, any 
watchmakers who desire to qualify for 
this work should take steps to place 
themselves upon the Civil Service Regis- 
ter. Information concerning this pro- 
cedure may be obtained from the Civil 
Service Commission. 

The Department of Labor has _pre- 
pared a “Dictionary of Occupational 
Classifications” in which watchmakers 
or others skilled in the use of fine tools 
and machinery may be interested. This 
document describes job specifications 
under the various names used through- 
out the industry. 

The War Department also calls at- 
tention to the registration of watch- 
makers which is being made by the 
United Horological Association, 3221 
K. Colfax Ave., Denver, Colo. 

It is intended that this register will 
be available to manufacturers for use 
in filling their needs for skilled workers. 


Horological Associations 
Conducting Separate Studies; 
Each Compiling Lists 


The interest of watchmakers in the na- 
tional defense program grows apace with 
the activity of their two national horo- 
logical associations, each of which is 
closely cooperating with the proper gov- 
ernmental agencies. 

As previously announced the United 
Horological Association has been pro- 
ceeding with a registration of all watch- 
makers who are qualified to perform sat- 
isfactory work with fine tools. 

This registration, which has been made 
with the full approval of the Army and 
Navy, is to be made available to private 
companies as well as to the industrial 
planning boards of the national program. 
State associations and local guilds of the 
U.FLA. will contact officials of the mili- 
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tary and naval bases and the industrial 
groups in their immediate localities for 
the purpose of the full development of 
the program, including the establishment 
of schools where practical instruction can 
be given. 

The Horological Institute of America, 
taking a different approach in the mat- 
ter, is working diligently, in collaboration 
with the proper governmental agencies, 
to determine the personnel requirements 
of watchmakers, for national defense 
purposes. 

The H.I.A. problem is to first deter- 
mine the general and specific skills and 
knowledges required of watchmakers by 
the government, and then to classify 
these skills and knowledges to meet gov- 
ernment requirements, by means of 
* questionnaire. 
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The H.1.A. is conducting its investiga- 
tion in cooperation with, and following 
the advice of, the associated governmen- 
tal departments under the direction of 
the National Roster for Scientific and 
Specialized Personnel. The  govern- 
ment requirements, and the questionnaire 
itself are being analyzed, and will seon 
be ready for distribution. 

The Navy Department announced last 
month that it had awarded the following 
contracts for silverplated ware: Oneida 
Ltd., $13,643; International Silver Co., 
$46,756; The Gorham Co., $38,053; R. 
Wallace & Sons Mfg. Co., $16,751; and 
Reed & Barton, $52,987. It has previous- 
ly announced contracts for tableware 
with Oneida, Ltd., for $38,847, and to the 
International Silver Co., for $16,805. 
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Walkout Is Threatened at Big Providence Jewelry Factory; 
Union Boasts It Will Enroll 15,000 Workers in State 


Just as an agreement had been reached 
and a contract was ready for signing, 
the International Jewelry Workers 
Union, Local 8, threatened, on Aug. 28, 
to call a walkout at Silverman Bros., 
Providence manufacturing jewelers. 

The matter is of concern not only to 
the factory immediately involved, but 
is being followed with the keenest in- 
terest by the entire jewe!ry manufactur- 
ing industry of New England because 
of the threat of the union to extend its 
efforts at unionization. 

“We are here to organize 15,000 jew- 
elry workers in this state,” the reporter 
of the Jewerer’s Crrcunar-Kerystone 
was told by Simon Abrahamson, presi- 
dent of Providence Local No. 8. 

Employees of the firm had met Aug. 
23 and voted to call a strike if their 
demands for wage and hour changes 


“MAN! BUT THOSE 
HARVELS ARE 
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When that Harvel salesman told me to select 
just a few Harvel watches as a trial order, | 
never thought they would go so well. (Fact is 
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were not met. After a conference with 
Archibald Silverman, head of the firm, 
the strike was held in abeyance. 

An agreement had been reached be 
tween representatives of the firm and 
the union in the office of the State Dept. 
of Labor, on Aug. 26, but broke down 
the next day when union spokesmen in 
sisted on placing new features in’ the 
contract. 

Mr. Silverman reported on Aug, 28 
that only two points stood in’ the way 
of an agreement. These were the union’s 
demand for a five-cent an hour increase, 
and for a provision that any new em- 
ployee hired to replace a union worker 
who had left or had been discharged for 
any reason at all be forced by the firm 
to join the union within 15 days as a 
condition of his continued employment. 
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“A five-cent an hour increase would 
amount to approximately 15 per cent 
of our payroll,” Mr. Silverman. said. 
“Qur present wages compare extremely 
favorably with the best in the industry, 
as far as we can ascertain, and any 
such increase would place us at a de. 
cided competitive disadvantage.” 

Mr. Silverman declared also that the 
other demand that all replacements be 
union men would also place his firm at 
a decided disadvantage in the field of 
labor. 

Mr. Abrahamson, 
union, said, “Silverman’s are demand- 
ing an open shop. We have 382 of the 
firm’s 400 employees signed up with 
the union. We are here to organize 
15,000 jewelry workers in the state.” 

He said the union had not yet de 
cided when to call the walkout. 

It has been learned that several Proy- 
idence firms have been approached by 
the union, so developments will be 
closely observed. Most. plants are going 
into full production as the Fall peak 
season approaches. 


speaking for the 


Providence Firm Producing 
Synthetics to Fill Need 


Created by Halt of Foreign Goods 


With the shutting off of European 
sources of supply the jewelry manufac- 
turers in this country have found it in- 
creasingly difficult to obtain colored 
stones for quality jewelry and while 
manufacturers still have some stones on 
hand and are receiving a limited number 
from Europe, the situation is growing 
worse. 

In the Providence-Attleboro manufac- 
turing district, jewelry makers last year 
went through a= sort of “swapping 
period” whereby each made an effort to 
fill the other’s needs for particular types 
of stones in return for some other de- 
sired type. 

In Providence a new source of supply 
of synthetic and semi-precious stones has 
been opened up through their manufac- 
ture by the firm of Adolf Meller Co. It 
is believed to be the only firm in the 
country engaged in its particular jine 
and perforce has had to start from the 
beginning, training its own help, de- 
termining sources of supply and experi- 
menting with manufacturing methods. 
The new business was not directly a re- 
sult of the war in Europe for Mr. Meller, 
proprietor of the concern, has been work 
ing on the matter for several years. 

At the present time the company is 
specializing in black onyx, synthetic 
ruby, synthetic blue spinel ringstones. 
The synthetic ruby is cut and polished in 
the plant from boules obtained from 
Kurope but naturally these sources of 
supply, notably in France, Germany and 
Italy are virtually closed. However, the 
company is managing to fill its needs. 

While there are no other concerns in 
this country producing synthetic stones 
and semi-precious types, there are some 
companies which make imitation stones 
out of glass or glass-like material. In 
the Providence area are the Kilburn 
Glass Co., Attleboro and the E. M. John- 
son Co., Providence. In addition the Colt 
Patent Firearms Co., Hartford, Conn., 
has recently developed a_ transparent 
plastic imitation stone. However, not all 
of these are suitable for use in quality 
jewelry. 

Mr. Meller points out that everything 
which most of the importers said couldn't 
be done is being done right in his own 
plant and reports that his concern is now 
in full production. 
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A Red-Hot, Quick-Selling, 
Xmas Gift Item! 
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HE accompanying map shows in percentages how independent jewelry store sales during July, 1940, 
On the basis of reports from 839 stores in 33 states, the 


Toacwal with business done in July, 1939. 
amount of business done in July, 1940, was 14.9 per cent greater than that of July, 1939, and 18.3 
per cent—less than the usual seasonal decline— below the preceding month of June, 1940. 
CIRCULAR-KEYSTONE'S Index of Retail Jewelry Store Sales stands at 121.7, 
July was the I7th suc- 


THE JEWELERS' 
compared with 106 for July, 1939; 97.4 for July, 1938, and 120.4 for July, 1937. 
cessive month with greater retail sales than the corresponding month of the year previous. 

With an average gain of 36.8 per cent, Michigan's July jewelry sales enjoyed the most favorable 
comparison with the same month of 1939. Other bright spots were Washington, up 28.4 per cent; 
lowa, up 20.7 per cent; Alabama, up I9 per cent, and California, up 18.6 per cent from July, 1939. 
Ohio, Missouri, Oregon and Illinois jewelers' volume exceeded last July by more than |6 per cent, 

Indiana was the only state, among 1|9 for which 





and Bay State jewelers’ sales rose |4 per cent. 
separate data are available, with a decline in jewelers’ sales. 

Percentage changes for six cities follow, July, 1940, being compared with July, 1939: Chicago, 
plus 21.3 per cent; Los Angeles, minus 7.5 per cent; Portland, Ore., plus 18.2 per cent; St. Louis, 
plus 18.1 percent; San Francisco, plus 34 per cent, and Seattle, plus 28.5 per cent. 

The information upon which this summary is based was furnished by the Current Statistical Service 


(E. J. Engquist, chief), of the Bureau of the Census. 
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RETAIL JEWELRY STORE SALES j| 200 
Month by Month for Past Three Years : : ' 
: T Attractive Display 
Taking January, 1938, as 100: ii — an ighlights 
Sales for July, 1940, were 121.7 i} T @) N G Ss chromium Karvit. 
Sales for July, 1939, were 106.0 Hh : ‘ 
Seles for Jely, 1990, were 97.4 : for holding roast or fowl while 
Sales for June, 1940, were 148.8 ' | carving or taking from oven, is 
}—--+ : 200 | | now an established household 
1940 1939 ; | item. IDEAL FOR XMAS 
4 a eT en GIFTS. Sells itself! 
OE TT a eee ee ae 
on een =—a— +393 t= 100 Nationally advertised to your customers 
in Ladies' Home Journal and 
Good Housekeeping 
fe) 
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WHOLESALE JEWELERS' SALES, INVENTORIES AND CREDITS, JULY, 1940 
iccounts Reecirable 





Sales End of Month Inventories 
% change % change No. of percentages % change 
No. of Julu 1940 from No. of July 1940 from firme re- July July June July 1940 from 
firms re July June firms re- July June porting 1940 1939 1940 July June 
porting 1939 1940 porting 1939 1940 1939 1940 
U. S. Total 38 47.1 — 9.4 20 3.6 10.9 28 78 28 20 20.4 — 2.2 
ey Atlantic. 13 58.7 — 6.2 8 — 5.3 1.3 9 29 22 25 14.7 — 67 
ast North = . 
Central 12 9.9 —84 6 he a ne ee. 25.2 17 Chrome Finish— Quadruple Silver Plate— 
West North $12.00 dozen. $24.00 dozen. 
Central 6 27.0 —I4.9 5 36 38 37 4.8 — 9.6 Retails at $1.75 each. Retails at $3.50 each. 
4 484 —42 
TERRITORY AVAILABLE 
FOR LIVE SALESMEN 


South Atlantic 


The report shows that jewelry whole- 





Wholesalers’ losses, last year, amounted 
to 50 per cent of their total credit sales, 
while manufacturers’ bad debts amounted 
to only .16 per cent of their total credit 
sales, according to a bad-debt loss survey 
made by the Credit Analysis Unit, Mar- 
keting Research Division, of the Bureau 
of Foreign and Domestic Commerce. 
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salers do 93.8 per cent of their total vol- 
ume of sales on credit, while the manu- 
facturers do 83 per cent on credit. 

The wholesalers’ average credit 
was $645, while the average credit sales 
per account was $1,344 for the manufac- 


sale 


turers. 


KARVIT DIVISION 
The Queen City Buckle Mfg. Co. 


Temple Bar Building Cincinnati, Ohio 








IF You PLAN TO SPEND $50. 


or More for Advertising This 
Christmas You Simply Must See 
and Compare...HART’S “Book 


of Christmas Treasures” 





HERE’S A DEAL THAT FITS YOUR BUDG- 


ET! It’s Idea-Packed to Do a Big Selling 
Job Around Nationally Advertised Lines This 
Christmas! 


Check these famous names of famous 
lines you sell profitably—all represented 
in Hart's “Book of Christmas Treasures.” 


Agfa Ansco.. Alvin .. Benrus . . Blue- 
bird .. Bulova . . Community Plate .. De 
Beers... Deltah . . Elgin . . Elgin Ameri- 
can . . Emerson . . Evans . . Goodman 
.. Gorham... Gruen . . Hamilton . . Har- 
vel. . Holmes & Edwards. . International 
Sterling . . Keepsake . . Kirk . . Lady 
Lancaster . . Lektrolite . . Longines . . 
Lunt . . Manning Bowman . . Mikimoto 

. Packard Shaver . . Parker . . Philco 

. Prince Gardner .. RCA .. Reed & 
Barton . Remington Rand Shaver . . 
1847 Rogers . . Wm. Rogers & Son. . 
Ronson . . Sessions . . Seth Thomas. . 
Shavemaster . . Sheaffer . . Sterling Sil- 
versmiths .. Sunbeam Electrical . . Swank 
. . Toastmaster . . Towle . . Traub. . 
Tudor Plate . . Underwood Portables . 
Wallace .. Waltham . . Warren Telechron 
. . Waterman . . Westbend Aluminum. . 
Westclox .. Westfield .. Zenith .. PLUS 
AN AMPLE SUPPLY OF GENERAL 
PAGES! 


Every page will be completely new. All 
in all, over 75 new pages to choose from 
in making up a “Book Of Christmas 
Treasures” that will fit your store, your 
merchandise, and in the size your budget 
can well afford. A liberal allowance is 
provided to make up pages of your own 
special merchandise, too, if you wish. 

A NEW HIGH FOR VALUE this pro- 
gram gives you the biggest direct mail 
advertising value ever offered. Flexible- 
quality printing in 3 colors throughout, 
large page size, local copy privileges, self- 
mailing features, and it’s all unusually 
low priced whether you want 500 or 500,- 
000. Act now! Mail this coupon. 


Attach to letterhead or post card! 
Send Coupon Today! 


THE HART PUBLICATIONS, INC. 
The Merchandise Mart, Chicago, Ill. 
We'd like to see, without obligation, your 
1940-41 ‘‘Book of Christmas Treasures.”’ 
Our mailing list is composed of........ 
names. 
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Letters to the Editor 


Editor, Jewevers’ Crrcutar-Keystone: 
Supplementing my letter which was 
printed in the June issue of Tue 
Jewevers’ Circutar-Keystone, the fol- 
lowing are facts regarding the 
“WHOLESALING-RETAILING” Situation: 
1. American Wartcn Hovsts do not 


RETAIL. 

2. Most of the firms, where purchases 
were made by our shopper at wholesale 
prices, have written letters to the effect 
that they regret the occurrence of the 
transaction. In their letters, they promise 
that this will not occur again under any 
circumstances. This remains to be seen, 
as I propose that we have shopping tests 
made from time to time, in order to 
ascertain whether the promises of these 
firms have been kept. 

3. In conversations with wholesalers, 
who have and have not sold to our shop- 
per, it is agreed that the retailer is re- 
sponsible to a certain degree for en- 
couraging this situation by 

First: Sending some of his customers 
to wholesale houses for selection of mer- 
chandise ; 

Second: Patronizing those wholesale 
firms whom they know sell at retail. 





It is a foregone conclusion that no | 


matter how large a retail business whole- 
salers do, should they lose the patronage 


of the retail jeweler, they would have 


to close their shops. In this connection, 
I wish to thank the retailers outside of 
New York City, for their inquiries as to 
whether or not the concerns they deal 
with have sold to our shopper. If this 


| spirit prevails throughout the country, 





there would not be wholesale-re- 
tailing. 

4. I wish to express my satisfaction 
for the manner in which the American 
watch manufacturers are cooperating to 
eliminate price-cutting and _ wholesale- 


retailing of their products. I hope the 


any 


time will come when all watch import- 


ers will cooperate to the same extent. 
Then there will be no possibility for 
anyone to purchase a watch for $1.00 
or $2.00 above the wholesale cost, as is 
the case at present. It seems to me 
that after these firms deliver the watches 
from their stock, they are not interested 
any further in what happens to their 
product. Retailers in some sections of the 
city find themselves in a position where 


they must “cut-the-price”, in order to | 


meet such competition. 

I have tried to condense my investiga- 
tion as much as possible to you, so that 
you grasp the seriousness of this situa- 
tion. The details are more startling and 
revealing. The reports are available to 
vou and anyone else in the jewelry in- 
dustry. 

(Signed) Henry Astor 
President 
The Metropolitan R.J.A. (New York) 


Fictitious Prices Banned 


A Newark, N. J., furniture store has 
signed a_ stipulation, following a com- 
plaint by the Federal Trade Commission, 
whereby it agrees to desist from mark- 
ing its products with any false or mis- 
leading price which is in excess of the 
customary and usual price, or from 
representing in any manner that its 
products are offered at wholesale prices, 
when such is not a fact. 
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MARCASITE JEWELRY 
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Sterling Silver Marcasite Watch 
Case Pendants in six different styles 
made for 834 Line Movements. 
We do not supply movements. 


TRADE KD MARK 


Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 








One of the Few 


Famous Hotels 


in AMERICA 


When important events come to 
Philadelphia, you'll find them at 
the Bellevue. The Republican 
National Committee had its 
headquarters here, of course. 
So did the Democratic National 
Committee four years ago. It is 
where things happen, and out- 
standing people stay. It is the 
meeting place of people who 
do things in business, art and 
social life. 


BELLEVUE 
STRATFORD 


1'N PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 
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q The Crvsler Watch & Jewelry Co., im- 
porters, have relocated at 580 Fifth Ave. 
q Isidore Friedman, 73 Nassau St., has 
received a shipment of 5000 loose cul- 
tured pearls, ranging from 5mm. to 9mm. 
in size. 

Edward Schaefer, of Jules Racine & 
Co., 20 W. 47th St., has returned home 
after his initial trip to the firm’s Chicago 
office. 

The Jaeger Watch Co., Inc., 304 EK. 
45th St., has been awarded a $115,407 
contract for aircraft clocks by the Navy 
Department. 


qH. & M. Freudman, diamond import- 
ers, with a branch in Antwerp, early last 
month moved from 580 Fifth Ave. to 
large and commodious offices at 20 W. 
47th St. 

Peter J. Kane, for the past 25 vears 
with McTeigue & Co., Inc., is now as- 
sociated with Edward Gerardi, Inc., 
manufacturers of platinum and diamond 
jewelry, at 64 W. 48th St. 


q The class in jewelry design, at Me- 
chanics Institute, 20 W. 44th St., Man- 
hattan, under the tutelage of Christian 
A. Jakobb, will have its first meeting in 
the 1940-41 season, Sept. 27. Registration 
for new students is now open. 

q Henry L. Sperling, executive secre- 
tary of the Jewelry Crafts Association, 
20 W. 47th St., resumed his duties late 
last month after completing a course for 
trade association executives at North- 
western University, Evanston, III. 

q Incumbent officers of Local 1, Interna- 
tional Jewelry Workers, A.F.L., have 
been reelected for the ensuing year. They 
are: Thomas Passero, president: Charles 
DeMarce, vice-president; Leon Sverdlove, 
recording secretary; Andrew Leredu, 
secretary-treasurer; Leon Williams, busi- 
ness manager; Benny Sher, walking dele- 


gate; Elias Berkoff and Jack Sacks, 
trustees; I. Eismann, E. Spiegel and H. 
Vormbrook, Central Trades delegates, 


and Julius Adler, David Ehre, Phil Gar- 


zick, Herman Geller, Sam Keller, Sam 
Fogel and M. Moss, executive board 
members. 


q His associates, at Cartier, Ine., whe 
had read in their morning papers of the 
automobile collision in which he was in- 
jured the day before, on Sunday, Aug. 
25, were both surprised and pleased to 
see Jules Glaenzer, 58, a vice-president 
of the firm. Mr. Glaenzer escaped with 
a laceration of the face and a_ severe 
shaking-up when two cars ran head-on, 
injuring four. In company with a friend 
he was returning from a week-end at the 
Vanderbilt estate at Raquette Lake, in 
the Adirondacks. Mr. Glaenzer has rep- 
resented Cartier, Inc., at many of the 
most important jewelry auctions in this 
country and abroad. 


q Word recently reached former busi- 
ness associates of Simon Genn, in New 
York, of his sudden death which occurred 
about three months ago in Europe, where 
he had gone after winding up his busi- 
ness affairs in this country, about a vear 
ago. Mr. Genn, who was aged about 60, 
had at one time been one of the most 
important diamond dealers and cutters 
in Antwerp, and in London during the 
World War. He came to this country 
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in 1933 and conducted an importing busi- | 
He is survived by | 


ness at 630 Fifth Ave. 


his widow who resided in Antwerp be- | 


fore the invasion, and a_ son, 


who resides in this country. 
q According to Ross A. Baer, counsel to 
the Executive Board of Retail Jewelers’ 


Henry, | 
formerly associated in business with him, | 


Associations of New York, a jeweler in | 


the metropolis who takes in an article as 


a trade-in, and its value is to be applied | 
to the purchase of a new article, has | 
no obligation to report the article ac- | 


cepted as a trade-in; the jeweler may sell 
the article so accepted as a trade-in with- 
out any reports as to the manner of its 
acquisition, and there is no requirement 
on the jeweler’s part to hold the said 
article for the prescribed minimum period 
of 15 days. This opinion was dissemi- 
nated by letter to all jewelers affiliated 


with the local jewelers’ associations, last | 
month. The advice is based on a recent | 


decision of the New York Court of Ap- 


peals, which reversed the findings of a | 


lower court, on a conviction involving a 
musical instrument which had been ac- 
cepted by a music store as part-payment 
on a new one. The higher court ruled 
that such a transaction was specifically 
excepted by its terms from the provisions 
of the second-hand dealers’ license law, 
and that therefore there was no need for 
the music company to have a 


second- | 


hand dealers’ license. Many local jewelers | 


had previously been advised to follow the 
safest course and to report trade-in 
articles and hold them for a period of 
15 days. 


VISITS CEYLON GEM-CUTTERS 





This is C. E. Paskow, president of Wm. V. | 
Schmidt Co., Inc., 30 Rockefeller Plaza, New | 


York, inspecting the cutting of star sap- 
phires in Colombo, Ceylon, near where he 


also visited the mines where sapphires, rubies, | 
spinels and other gem stones are produced. | 
From Colombo, the American shipped two | 
parcels to New York, via Air-Express—the | 


first packages ever sent from Ceylon to the 
United States, entirely by air. The goods were 


speeded from Colombo to Bombay and Kar- | 


achi by Tata Airways, an Indian line; thence 


to Calcutta, Rangoon, Bangkok and Hong | 


Kong by Imperial Airways, and across the 
Pacific by Pan-American Airways. Paskow 
booked passage on the China Clipper, leav- 
ing Hong Kong Aug. 21, thus completing a 
round-the-world trip, largely by plane. 
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| Diamonds, Pearls, Precious, 


Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


71-73 Nassau Street. New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 





Contracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO0.—370-7th Ave., N.Y. 











ENCRUSTERS 

STONE RINGS ENGRAVED 

e@ CRESTS @ ORILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Katimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. ¥. 



























Whitelaw Brothers 





48 West 48th St., New York, N. Y. 
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BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 


SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 











269 So. 9th ST. 








Grarr, WasHsBourRNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 





’ 
i 
1 
: 
3 
i 
$ 
H 
i 
j 








“ORIENTA” 
COLTURED PEARLS 
of QUALITY 


J- 








IMPORTERS - CUTTERS - POLISHERS | 
Precious, Semi-Precious Stones 











— & > 
87 Nassau St.. N. Y. BArclay 7-7245 | 
































“JADE” REMODELINGS AND REMOVALS 
99 
“The Gem Of Ages — 
‘ . Owner or 
We carry a complete line = ay = Name and Address Feature Manager 
varsous sizes and shapes. = ar KE. A. Arhart & Co., 4th St. & DeMers Ave., 
have difficulty in obtaining the Jade Grand Dorks. INN. Ds cicccccccccvvccccescessee ew 1oeation KE. A. Arhart 
you desire, please write us as we can || Herbert K. Brasfield, Tupelo, Miss......... .... Air-conditioning Herbert K. Brasfiela 
: nt R. A. Burton & Co., 111 E. Broad St., Rich- ; 
fill your qvery tequremem. A A rer Eee 
Oscar Caplan & Sons, 207 W. Saratoga St., 
‘Qt / » | Se | erect re et rere et ae Iex panded ’ ; 
) EMS O H. N. Cloutier, Waynesboro, Va. «....cccc600 tedecorated H. N. Cloutier 
q S) . DeRobertis, 42 Asylum St., Hartford, Conn....New location Gene DeRobertis, 
INC. mer. 
| S. H. DeRoy & Co., McKeesport, Pa...........New front ; 
20 West 47th St. New York | Donahey Jewelry Store, Vineland, N. J........Modernized A. B. D'Ippolito 
Gittelson Jewelry Co., 520 Nicoliet Ave., Minne- 
ee ee re er en nee .. Modernized D. Goft 
| Goff Jewelry Co., 370 Main St., Sarasota, Fla.. New location G. D. Go 
Oo ™M EG A Julius Goodman & Son, 43 8S. Main St., Mem- ; 
wi = | IS Ts cas iw i arg tors Neve wi ach a ae few location Julius Goodman 
THE WATCH OF WORLD | George Grunberger, Inec., 133 Atlantic § St., 
PRECISION RECORD BERMITORG, “CONN, oiicicc cscs cncicvvccescaeccec ew JOCRtION George Grunberger 
DISTRIBUTORS L. D. Huber & Co., 206 State St., Saint Joseph, , ; ' Hut 
: i er rer are ee rere ere a ER uber 
NORMAN M. MORRIS Robert L. Hummel, No. 409 Lincoin Natl. Bank 
WATCH CORP. — Bine., Cincienatt, O......% 555 d036c00css0% vis ...New location Robert L. Hummel 
608 Fifth Ave. New York Jonas Jewelers, 137 S. Main St., Dayton, O.....New location 
Kastan’s, Lynchburg, Va. ...sccccvcccccccccecss NEW BtOre 
| Maurice Krause, 318 W. State St., Rockford, 2 
er ere ee er ge Maurice Krause 
Lloyd’s, Inc., 919 King St., Alexandria, Va.....) Modernized Lloyd C., Cook 
Lowery & Chapman, Fostoria, Ohio...........New location ; 
Earl L. Morrison, Excelsior Springs, Mo........ Remodeling Karl L. Morrison 
Jacob M. Paul, 3310 Eastern Ave., Baltimore, 
MES. Dia hid Pisses TE Me arte Ta RAR R are OR SS Iixpanded J. M. Paul 
Peerless Jewelry & Optical Co., 918 Monmouth 
ee eT rrr erin New location Joseph Besse 
Pike & Kramer, 1515 Main St., Dallas, Texas.. New location “— trig od & 
ay oir Clocks Mrs. Kdgar Pike 
» ye * a —_ Service | ag a aig ie — r — = 9 Pace en — “sins ag E nag 
New Yor /, H. Stone, Behr Bidg., Lakeport, Cal........) ew location : ae > 
ee eae oe - ss | Peter Strasser, Bridgeville, Pa. ...............New location Peter Strasser 
Williams & Co., Benton Harbor, Mich.........New location 





Wills Jewelry Co., Isis Theatre Bldg., Pensa- 


| ge | I Se ie Ie gal ce Mire, B.C. Wills 
Cultured Pearl Necklaces | Wimmer’s Jewelry Co., 610 Front St., Fargo, 


Diy MPS Ab: minis ab § bins bl eieeale sis d i Suva a eae ee bbw ee Fred Wimmer 
STAR SAPPHIRES | Windt Jewelry Co., 105 FE. Austin St., Marshall, . - 
STAR RUBIES, ZIRCONS I, | TORR oe ccececescccecccreccreseceress, Mew totation Mrs. H. T. Windt 
MARCASSITES ree Wior, 977 Main St., Manchester, Conn, New location Matthew Wior 
P ee d. Zale’s Jewelry Co., 8th & Polk Sts., Amarillo, , 
Reasonably priced. Inquiries promptly answere IE orcas icvitasionees pines 7 slateins eee aren RG el Remodeled Ben A. Lipshy, mgr. 


FRIEDMAN GEM CO., INC. 


71 Nassau St. New York, N. Y. | 


LADIES’ PLATINUM MOUNTINGS NEW RETAIL ENTERPRISES 











Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 










































Gents Gypsy Rings in Plat. and 
Gold og Stars or Diamonds Name and Address Owner or Manager 
Allgaier-Smith Co., Inc., 1710 Douglas St., Omaha, Nebr...J. C. Allgaier & A. Franklin 
JOSEPH A. RICH Smith 
Mfrs. of Platinum & Gold Jewelry Edwin Bogaert, 214 E. Main St., Lexington, Ky........... Edwin Bogaert 
62 W. 47th St. New York City oe Credit Jewelers, Inc., 100 W. Monroe St., Chicago, 
ll. 
DeRoy’s Credit Jewelers, Oakland, Cal. ..............eece0. Edward M. Lipson & Neal A. 
Field J ] 101 N. 7 har! N rang ld 
Fields, Jeweler, 101 N. Tryon St., Charlotte, N.C.........; John H. Fields 
#} PATENT YOUR IDEA Frank Foegler, 211 Main Ave., Sharonville, O.............. Frank Foegler 
send a Sketch or Model ok Kugene P, LaFrance, 763 Purchase St., New Bedford, Mass. fugene P. LaFrance 
of your invention for 3 Macey’s, Inc., 8th & Monmouth Sts., Newport, Ky......... 
TOMMY BEO?. AMNWTUURE, FB o os occ ss cdcecnsirveececescweevond John Miller 
Penn gewelry Co., Wheeling, W. VO. .0:<cccrceceosscoee 
Shaw Jewelry Co., 610 N. Chaparral St., Corpus Christi, 
IMINN 05 acu oi aieru vera tes lepiass sett ataiciy Ihe ans ie’ cin avi ek ka SKE Sam S. Richardson, mer. 
Shryock Jewelry Store, Malvern, Ark.............csececces W. W. Shryock 
Sloan’s, 408 Broad St., Richmond, Va......................Manny Wasserman 
Stanley Credit Jewelers, Sterling St., Morgantown, N, C...Samuel Shavitz 
Charles Wiebell, St. Bernard, Ohio...........ccccccsccccee 
———— Dean Willams, Pairbdry, fl... <.iccscccssceccreccoeseves Dean Williams 
RCH CROWN TAGS |) Woot! Woot 


CELLULOID — METAL — PARCHMENT Philip Woolf, jeweler at 14 W. Grand 
St., Elizabeth, N. J., made almost every 
Send for Catalog Illustrating front page of the country, last month, 
Our New Improved Line when he invited the city assessor to boost 
18 Crawford St. Newark, N. J. his personal property assessment so that 
he could pay more taxes. 
Woolf wrote the assessor: “Since your 
last assessment I have bettered my busi- 


BRONZE SIGNS—LETTERS ness and now feél that my _ personal 


TO MODERNIZE YOUR STORE estate has a higher valuation. Please call 














SERVICE 














Witte fer Cotalonues end at my shop at your convenience and 
helpful FREE DRAWINGS revise your original assessment and I A FINER GRADE OF WORK WITH MODERN METHODS 
will gladly pay the additional taxes. 
hana SIGN CO., INc. I get more pleasure out of giving than ROYAL DIAL & REFINISHING co. 
a vee were receiving.” 116 NASSAU ST. NEW YORK, N. Y. 
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TEXAS JEWELERS TOLD UNFAIR TAXES WILL BE FOUGHT 





Officers of the Texas R.J.A., elected at the annual conventicn, last month, in Galveston, are seated 

from left to rignt, as follows: Sankey Park, Bryan, director and immediate past president; Melrose 

Tappan, Sherman, first vice-president; J. Jacobs, Port Arthur, president; Ben Leutwyler, Vernon, second 

vice-president; H. E. Dill, Dallas, executive secretary; and standing, R. J. Slagle, Houston, director 

and chairman of the Legislative committee; L. H. Reed, Henderson and A. E. Levy, Galveston, direc- 
Barnes, Victoria, and E. Haltom, Fort Worth, all directors. 


WATCH TOURNEAU 


for Watches 





This novelty watch No. 1650 
designed for 
women and men 
retails for $29.75. 


Tourneau watches carry that cer- 
tain something which results in 
quick and profitable sales. Hun- 
dreds of new choice novelties may 
now be seen in our show room 
in New York or we will send a 
sample assortment for your ap- 


The Texas R.J.A., at. its 34th annual condition these days. Government re- proval. 
meeting in Galveston, Aug. 12 and 13, ports show that during four of six SP > ie: amie desis “2 covered, by 
y y ‘ver reside 7 , . . Tay * a . 4 . United States design patent 2120,- 
was told by Myron Everts, president of months of this year the Texas jewelry a hake Ge. te eee 


ANRJA, that the national association 
would be guarding the interests of the 
retail jewelry trade against any unfair 
taxes which might be levied against it in 
connection with the nation’s defense pro- 
gram. 

“We expect increased taxes, and under 
the circumstances we are glad to pay 
them, but we want any new tax laws that 
are drafted to be fair, and not to penal- 
ize any one group,” Mr. Everts, a jewel- 
er of Dallas; said. He explained that 
the ANRJA is affiliated with the Ameri- 
can Retail Federation, the U. S. Cham- 
ber of Commerce, the Retailers’ National 
Council and the ‘Trade Executives Asso- 
ciation and consequently is in a good 
position to make known the concensus of 
jewelry trade opinion. 

Mayor Harris and Herbert J. Ganter, 
president of the Galveston R.J.A., wel- 

comed the jewelers at the opening ses- 
* sion, Monday afternoon, in the Hotel 
Buccaneer ballroom. 

President Sankey Park, Bryan, who 
conducted the meeting announced that 
“The retail jewelry business is in good 


eee a 
EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 
springs 24 Hour Service 
A trial order will convince you of our 
Quality work. 
UPTOWN HAIRSPRING SERVICE 
2 10 W. 47th St. New York, N. Y. 


FRANK KAUFFMANN 


1485 Third Ave., New York, N. Y. 


IMPORTER 


of world-famous hand-carved 


CUCKO0-CLOCKS 





trade led all others.” January retai! 
jewelry sales were 30.6 per cent better 
than the same month a year ago, and 
March sales were 46.3 per cent better. 

Dr. R. W. Baldwin, professor of busi- 
ness administration at the University of 
Houston, spoke on “Modern Economic 
Trends in Retail Selling.” Herman 
Friedson, San Antonio, discussed “Sound 
Investment Selling,” and R. C. Burrows, 
of the Houston Salesmanship Club spoke 
on “The Psychology of Closing That 
Sale.” 

Robert J. Slagle, Houston, regional 
vice-president of ANRJA, gave a talk 
on the Jewelry Publicity program, stress- 
ing its importance, and urged financial 
support. Mr. Slagle also presented Mr. 
Park, the retiring president, with a gift 
in appreciation of his services to the as- 
sociation. 

There was a golf tournament at the 
municipal golf course on Tuesday noon, 
with a boat trip around the Bay for non- 
golfers, and the convention ended on a 
happy note, that evening, with a 
“Pirates? Night” banquet and floor show. 

Fort Worth was chosen as the conven- 
ton city for 1941. 


Jewelry Failures Amount to Less 
This Year Than in Past Three; 
75 Retailers Have Suffered 


The amount of jewelry industry fail- 
ures were less for the first six months of 
this vear than in the comparable periods 
of the past three years, according to tig- 
ures compiled by the Research Dept. of 
the Jewelers Board of Trade. Failures in 
all branches of the industry for the first 
half of the year totaled $1,030,600, as 
compared with $1,379,100 in the same 
period of 1939; $2,669,600 in 1938, and 


cuted. 


tf @ | 


425 MADISON AVENUE AT 49th ST., NEW YORK 


tee 


. 





Car a My 
(telco 
CULT ORED PEARLS 


"The Mail Order House” 


WATCH MATERIALS 


WRITE FOR CATALOG C 


DEAN COMPANY 











LOWEST PRICES — PROMPT SERVICE 


87 NASSAU ST., NEW YORK, N. Y. 





GOLD 


and 


SILVER 


— 





poapes 


BYR R ore NRA “OES 


EF aes TAY STE Sry 


sprees 


SSAA Lae 


AND PARTS; ALSO MOVEMENTS 
FOR GRANDFATHER CLOCKS 
Ask for latest price list. 





PLATING 


Silverware Repaired . 
Equal to NEW ( After) 


Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


‘22 years at the same 
address” 


$1,190,400 in 1937. 

The retailing branch accounted for 
$808,400 of the 1940 failures; and the 
wholesaling branch for $202,500. Losses 
among repairers amounted to only $19,- 
700 and the manufacturing industry had 
a clear record. 

Seventy-five retailers failed during the 
early part of this year; 105 in the same 
period in 1939; 100 in 1938, and 69 in 
1937, which was a good year for the 
trade. 


(Before) 








WATCH REPAIRING for the TRADE 
Specializing in 
Chronographs—Repeaters—Timers 
Write for Price List 


Exchange Watch Repair Co. 


155 Canal St. Room 13 New York. N. Y. 


Aaa coer’ 
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‘gee. AMERICAN 


== FLAGS 


Solid Gold, Gold Plated, Sil- 
ver Pins, Buttons, Charms, 


Novelties. 
Samples sent on approval, 


Masonie and all Insignia 
Jewelry. 


I. BEDICHIMER & CO. 


1206 Sansom St. Philadelphia, Pa. 
ESTABLISHED 1865 














EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD—SILVER— PLATINUM 


718 SANSOM ST. PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








Z'RNKIL ON 


CREATORS OF ARTISTIC 
IRIDIUM PLATINUM MOUNTINGS 


HAND-MADE 
F. X. ZIRNKILTON Piitaven 


ST., 
PHILADELPHIA 











KLGIN& BELMAR 


eer W ATCHES 


LOUIS SICKLES 
Philadelphia, Pa, 


Pe tributorstothe Trade” 


LOLS Chestnut St.. 
Whalesate 








BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 








waves College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


‘p> Broad and Somerset Streets 
' PHILADELPHIA, PA. 

















PHILADELPHIA 


q Joseph Rosenbaum, of Harburger’s, 
1014 Chestnut St., plans to leave early 
this month for a week’s trip to Bermuda. 


q Philip Fox, of the House of Milner, 
expected to leave after Labor Day for 
a three-weeks’ vacation in New England. 


q Samuel Kressen, of Samuel Lashof & 
Co., 7th and Sansom Sts., returned Aug. 
16 after a week’s cruise to Nassau. 

q Harry Paul, 721 Sansom St., was ex- 
pected to return early in September 
after an eight-week trip to the West 
Coast. 


q Eugene T. Jump, secretary of J. E. 
Caldwell & Co., Chestnut and Juniper 
Sts., and Mrs. Jump returned Aug. 11 
after a two-week vacation trip to Cape 
Cod and Buck Hill Falls, Pa. 


q Josef S. Milner, of the House of Mil- 
ner, 728 Sansom St., and Mrs. Milner 
were expected to return shortly after 
Labor Day from an eight-week trip to 
California. 


q Morris Rabinowitz, of 723 Sansom St., 
and Miss Laura Mintz, of Philadelphia, 
were to be married Aug. 22. After a 
short wedding trip they will make their 
home in Philadelphia. 


q Mrs. F. R. Cooper, mother of Fred 
J. Cooper, jeweler at 113 S. 12th St., 
died at her home in Colchester, England, 
Aug. 11, after a long illness. Mr. 
Cooper has been a jeweler in Philadel- 
phia for 34 years. 

q The Philadelphia Horological Guild 
will resume meetings for the. Fall and 
Winter season, Sept. 3, at the Franklin 
Institute. As the result of a quiet mem- 
bership drive during the Summer, a 
number of new members are expected 
to be accepted by the Guild at its open- 
ing Fall meeting, according to Robert 
J. McConway, new president. 


q Wholesale jewelry sales in Eastern 
and Central Pensylvania, Southern New 
Jersey and Delaware increased 16 per 
cent in the first six months of 1940 over 
the first six months of 1939, the Phila- 
delphia Federal Reserve Bank reported 
last month. Sales for June. 1940, were 
reported up 14 per cent over those of a 
year ago, but declined 15 per cent from 
those for May. 

q Leven & Sons, 8th and Sansom Sts., 
furnished trophies for the national 19'0 
“Miss America” contest scheduled for 
Atlantic City, Sept. 2 to 8. ™ addition 
to the trophy for the first place winner, 
the Leven firm prepared 46 individual 
vrizes for state winners and six awards 
for winners in major events. The “Miss 
America” prize is a 52-inch trophy sur- 
mounted by a silver globe on top of 
which poses a gold nude figure. Max 
Leven, of the firm, was chairman of 
iudges for selection of “Miss Eastern 
Pennsylvania.” 


q A “substantial sum” was_ reported 
raised by the Sansom Street Business 


Men’s Association in a drive for Red 
Cross war relief funds during July. The 
association voted to raise the funds 


rather than to hold a picnic this year. 
Members of the Sansom Street Young 
Men’s Business Association, which _ its 
officers said has not yet been disbanded 
entirely, were to have a plan for Red 


Cross relief presented to them for con- | 


sideration in September. The proposal 
was to hold a Red Cross dance some- 
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time this Fall with money still left jn 
the treasury, the proceeds to Zo for 


war relief work. 
q Bailey, Banks 


tieing-in 


as the new 


colors 


display. Vases 


tions. 


q The Philadelphia R.J.A. will mark the 
anniversary of its first year of existence, 
Oct. 17, by holding an open meeting to 
which jewelers from all sections of Penn- 
invited. Scheduled for 
Ritz-Carlton 
meeting will be devoted to a review of 
the association’s activities during its first 
year and to outlining the group’s pro- 
gram and aims for the benefit of guest 
jewelers, according to Ralph Huberman, 
A dinner-dance will be 
in the Ritz-Carlton, begining at 7 p.m. 
Myer Barr is general chairman of ar- 
rangements, assisted by 
committee chairmen: 
Richard Simon, 
and Henry Herbst, tickets. 
ization has petitioned the court to change 
its name to the Retail Jewelers’ Associa- 
tion of Eastern Pennsylvania, as more 
descriptive of its field of operations. 


sylvania will be 
2 p.m., at the 


pres »sident. 


tertainment; 


& Biddle Co., 121 
Chestnut St., attracted considerable at- 
tention last month by window displays 
merchandise with 
in the Western Hemisphere of the Duke 
and Duchess of Windsor on their way 
to Nassau, where the Duke was awaited 
Governor-General 
Bahamas. Pointing out that the Duchess 
has chosen dusty pink and Nassau blue 
for her table, the store featured these 
and a display of fine flatware 
and china in one window. Another win- 
dow showed pictures of the couple and 
used turquoise and zircon jewelry in the 
and coral beads were 
in a third window. Water color sketches 
of Nassau scenes were used in all sec- 


the 


Imports During June 


Article Number 

Watches and watch 

movements ..... 247,838 
Watch PArte ...c+.> 
Clock and clock 

movements ...... 119 
Diamonds— 

Rough, uncut 25,899 cts. 

Cm, MRO cccecs 13,590 cts. 
Pearls— 

pS | eee 


Cultured or culti- 


vated 


Other precious and 
semi - precious 


stones— 
Rough, uncut 
Cut, unset 


the 


Hotel, 


George Lyons, en- 


The organ- 











Set 


arrival 


of the 


the 


held 


following 


program, 


Value 


$695,922 
89,119 


2,380 


1,617,703 
1,062,585 


34,841 


17,497 


9,048 
141,821 





SAVE ON | 
Swiss and American 


GENUINE WATCH MATERIALS 


LOWEST PRICES & 
PROMPT SERVICE 


WRITE FOR CATALOG 


a, weir eo. MATERIALS & 
Philadelphia, Pa. 


134 S. 8th Street 


























Courses for Success 
Watchmakers 


Engravers, 


|} Write for free book ‘Your 
Future and Our School" 

JOHN J. BOWMAN, Director 

Bowman Bldg.. Lancaster, Pa. 






for 






Jewelers 
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- PROVIDENCE | 


q Everett Kelly, credit manager of Gor- 
ham Manufacturing Co., has been vaca- 
tioning at Brooklyn, Conn. 

Turiet & Bardach, Inc., newly formed 
division of Bliss Bros. Co., Attleboro, 
began manufacturing operations at 7 
Beverly St. in Providence. Paul Bardach 
is president and plant manager. 

q Directors of the Gorham Manufactur- 
ing Co., silverware makers, have de- 
clared a dividend of 50 cents a share on 
the capital stock. ‘The dividend will be 
paid on Sept. 16. 

q Robert C. Knox, assistant secretary of 
the Jewelers Board of Trade, spent his 
vacation at his summer residence at 
Rumstick Point. At last reports “Bob” 
was doing plenty of fishing, with what 
result has not get been ascertained. 

q John Blinkhorn, representative of the 
Jewelers Board of Trade in Providence 
and Attleboro, and a sergeant in the 
R. I. National Guard, Field Artillery, 
has been taking part in the extensive 
maneuvers held in New York State. 

q Payrolls in the Rhode Island jewelry 
and silverware industry during July ag- 
gregated $1,078,876. While the total was 
9.4 per cent below that during June, it 
exceeded the July, 1939 level by 12.6 
per cent. 

4q During recent weeks the number of 
jewelry buyers registering at the Provi- 
dence Biltmore Hotel has fallen off 
sharply. During the latter part of June 
and July large numbers of buyers ap- 
peared here, both from all sections of 
this country and from Canada. 

q Paul A. Oldham, formerly associated 
with Blacher Bros., has been appointed 
head of the polishing, plating and finish- 
ing department of Shiman Mfg. Co., 
Newark, makers of fine gold, scholastic 
and emblematic jewelry. Mr. Oldham 
has had 21 years of practical and tech- 
nical experience in the field. 

q Orders received by Rhode Island jew- 
elry and silverware plants in connection 
with the national defense program are 
beginning to broaden out. Orders have 
already been received here for military 
uniform buttons and insignia. The latest 
contract announced has been one for 
silver-plated ware for the use of the 
Navy, amounting to $38,053 and awarded 
to the Gorham’ Manufacturing Co. 

q Mario De Fillipo, 20 years old, and 
an employee of Cohn & Rosenberger, 
Inc., Point St. jewelry makers, was elec- 
trocuted in the plant shortiy before 
midnight, July 26. The worker came 
into contact with a 120-volt extension 
cord while working alone on a wet floor 
in the basement color room. A nearby 
resident saw the stricken man fall and 
heard him cry out. Police tried in vain 
to revive him. 

q Among courses being conducted in 
Providence schools during the summer 
months are several for the training of 
jewelry workers. The Providence School 
Committee is working in cooperation 
with the N. E. Mfg. Jewelers & Silver- 
smiths Assn. in the training program. 
Virtually all of the financing of the 
courses is being taken care of by the 
association while the school placement 
bureau is selecting the students. It is 
expected that 40 girls will be trained 
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in plier work and hand painting of 
jewelry. 

q Jewelry manufacturers in the Provi- 
dence-Attleboro district are generally 
optimistic over the outlook for the re- 
mainder of the year. Reports are heard 
of lively operations in many local plants 
and although the industry is expecting 
to share actively in the national defense 
program most of the activity centers 
around normal trade lines. The quick- 
ening in plant activity is being reflected 
in the large number of advertisements 
zxppearing in local newspapers for bench 
workers of all types. An extra fillip 
has been given the industry by the sud- 
den demand for patriotic jewelry such 
as flags and other insignia. 

q With the season for company outings 
in full swing many local concerns have 
taken advantage of the fine weather in 
recent weeks. Three hundred members 
and guests of the Employees’ Association 
of Ostby & Barton Co. attended an out- 
ing held at Crescent Park, Aug. 3. Chair- 
man Russell Anderson, of the committee 
on arrangements, was assisted by Lloyd 
Jarvis, Leo Keenan, Charles Simion, 
Rachel Coffey, Hugh Hanley and Nor- 
man Achin. Employees of the W. & H. 
Jewelry Co., 50 Tobey St., traveled to 
the Stone House, Scituate, where more 
than 100 participated in games and a 
clambake. A softball match between men 
and women concluded the program. 
Speidel Corp. held its annual outing, Aug. 
17 at Chopmist Hill Inn, including 
games, a shore dinner and dancing. 
Bevan Mills headed the arrangements 
committee. A joint outing was held by 
150 employees of the Freeman-Daugh- 
aday Co. and the Providence Collar But- 
ton Co., Aug. 3, at Crescent Park. 


Have They Paid You a Visit? 


A reward of $100 is offered by the 
Reis Jewelry Co., 785 Century Bldg., 
Indianapolis, Ind., for the arrest and 
conviction of sneak thieves who, on July 
15, stole a wallet containing diamonds, 
valued at $4,957. 

Two men, sometimes accompanied by 
a woman, enter a jewelry store and re- 
quest to be shown merchandise. When 
this is done, one member will endeavor 
to distract attention by scrutinizing 
some object in the room, giving an asso- 
ciate an opportunity to place a hat or 
other object over the valuables. They 
finally leave the store without making a 
purchase after first securing the hat and 
the merchandise. They have also been 
known to display a crude sketch of a 
brooch they claim they desire to have 
made. The men are both about 38 to 
40 years of age, about 5 feet 8 inches 
tall; weigh 150 to 160 pounds, are dark 
complexioned and appear to be Jewish 
or Italian. They dress neatly. 


Dahlstedt, 80, Is Feted 


J. Gustave Dahlstedt, president of the 
Mundie Jewelry Co., North Tonawanda, 
N. Y., was honored by the Kiwanis Club 
of the Tonawandas, on Aug. 5, on the 
occasion of his 80th birthday. He is a 
charter member of the club. Mr. Dahl- 
stedt began his career as a boy of ten 
in Sweden. 
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Double Your | 


Bridal Business 


Make Your Store Bridal Headquarters 


Low price on the au- 
thoritative book of 
bridal etiquette—-adds 
prestige bu lds _busi- 
ness endorsed by 
jewelry and depart- 
ment stores, libraries, 
colleges, newspapers. 
Answers 1,000 ques- 
tions: Rings, bridal 
gowns, gifts, flowers, 
ceremony, guests, 
clothes, diagrams, lists, 
90-day calendar, 96 
pages. illustrated. Gift 
Record. 








| $40.per1co | 
Sallie Newton 
5820 S. Galvez St. New Orleans, La. 








t 1 Charms in Illustrated Catalog on reques 
250 WELLS MFG. CO., ATTLEBORO, MASS. 











22 Patterns Sterling Silver 
ANCHESTER 


SILVER COMPANY 
Providence Rhode Island 
















REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 








HOLLOWWARE—FLATWARE 


REPLATED — REPAIRED 
ENGRAVINGS REMOVED 
A Finer Grade of Work by Experienced Craftsmen 


SYRACUSE SILVER COMPANY 
Silversmiths & Platers 
107 N. FRANKLIN ST., SYRACUSE, N. Y. 
All Mail Answered Same Day 








SIMPLE SOLDERING 
BOTH HARD AND SOFT 
By Edward Thatcher 

This simply written 76 page book is 
packed with valuable and practical infor- 
mation for the worker in gold and silver. 
Describes and illustrates the methods and 
tools successfully used in soldering. 


Price 75 Cents Postpaid 
(Cloth Bound) 
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PREPARE 


for Big Business This Fall 


ENGEL Stocks Are 
Most Complete 


ENGEL Service Is Unexcelled 


Get the ENGEL Habit 
to Insure 
More Sales and Better Profits 











PTWELPY (2 JEWELER, 











21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 
“AN INSTITUTION 

of DEPENDABILITY’”’ 


ESTABLISHED 1885 








ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e@ JEWELRY @ 

5 HOPKINS PLACE, BALTIMORE, MD. 








#7. G. Schult Company 


—BETTER STERLING HOLLOWWARE— 
TRADE 


4 


423 E. Lombard St. Baltimore, Md. 








A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 
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q Charles Schwar.schild, of Richmond, 
Va. has been vacationing at Lake 
Mooselukmeguntick, Me., for a season, 
q Harry George, Jr., a jeweler of Char- 
lottesville, Va., with his wife and daugh- 
ter, spent a vacation at Virginia Beach. 
| q Vernie Hess, of Orange, Va., took in 
the wholesale section of Baltimore early 
in August, and among others, called on 
the Albert S. Smyth Co. 
q Sidney Kosch, of Spartanburg, S. C., 
stopped off in) Baltimore on the way 
back home from New York, and paid 
his respects to J. Engel & Co., Ine. 


qu. A. 


Goldberg, of Cooper’s jewelry 


store in Portsmouth, Va.. and = Mrs. 
Goldberg on Aug. 9 celebrated their 
silver wedding with a dinner for rela- 


tives. 
q James H. Levi, of 316 W. Lexington 
St., Baltimore, last month was enjoying 
the stimulating atmosphere of the Maine 
woods. He was accompanied by Mrs, 
Levi. 
q Philip Barr and wife, and Louis Barr 
and wife, of Norfolk, Va., were on a 
pleasure trip to New York State, and 
planned to go to Gotham for the annual 
trade conventions. 
q Jay Engel, head of the Baltimore 
wholesale house bearing his name, made 
a ten-day business trip, beginning Aug. 
1, which was the first since last Novem 
ber, when he was seriously injured in a 
collision, 
@ Frederick Kohner, of the wholesale 
firm of Max Kohner, Baltimore whole 
salers, is spending a vacation in New 
Hampshire and has made it wholly a 
trip given to recreation, with complete 
abstension from business. 
4 Employees of the Terrell Jewelry Co., 
Jacksonville, Fla., were guests of W. J. 
Terrell at an outing held at Jackson 
ville Beach on July 25th. Beach sports, 
a buffet supper and dancing on the 
Beach Pier featured the event. 
q The American Jewelry Co., whole- 
salers, formerly located at 604 Munsey 
Bldg., Baltimore, has moved into larger 
quarters at 225 W. Baltimore St. Mor- 
ris Berman, head of the firm, has not 
spared in making the new location at- 
| tractive. 
q Jacobs, Jewelers, credit jewelers of 
«Jacksonville, Fla., who, this year, mark 
their 50th anniversary, have retained A. S. 
Perry & Associates, merchandising coun- 
| sellors of Atlanta, Ga., as consultants. 
A survey and analysis of the firm’s busi- 
ness will be the first step. 
| q@ Henry Jenkins, the son of A. O. 
| Jenkins, prominent Jacksonville jeweler, 
was a guest of Henry Harteveldt, of 
New York, during a recent visit to the 
World’s Fair. Young Jenkins is a popu- 
lar Jacksonville orchestra leader and 
reports that he spent more time in 
Radio City than at the Fair. 
q Retail jewelry stores ranked second 
in business gains for June in South 
Carolina, according to figures recently 
released by the Bureau of Foreign and 
Domestic Commerce. The stores showed 
an increase in business of 17.3 over June, 
1939, as compared with an average gain 
of only 7.7% for 258 independent stores, 
exclusive of department stores, in the 
state. 
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q Details of special police guarded Sa- 
vannah, -Ga., retail jewelry stores to 
prevent looting, on Sunday, Aug. 11, 
following the worst hurricane since 1893, 
A 68-miles-an-hour wind smashed the 
display windows of several retail jew- 
elry stores on Broughton St. and in other 
downtown sections of the city. ‘The storm 
did more than a million dollars’ worth 
of damage. 

4 The first regular meeting of the newly 
organized Greensboro Guild of the North 
Carolina Watchmakers’ and Jewelers’ 
Association was held in July. Plans 
were discussed for a picnic to be held 
with the Winston-Salem Guild sometime 
in August in Reynolds Park, Winston- 
Salem. Sixteen watchmakers were pres- 
ent, including several new members from 
Burlington and visitors from the Wins 
ton-Salem Guild. 

q Milton Kohler, founder of the jewelry 
firm of Milton Kohler & Sons, Hagers- 
town, Md., on Aug. 10 celebrated his 
88th birthday and his 65th year in busi- 
ness. As a boy he saw Lincoln pass 
through his native city of Hanover, Pa., 
on the way to the Gettysburg Battle- 
field. Tle started in business in 1875 in 
Pomeroy, ©O., but after his store had 
been flooded a number of times, he 
moved to Hagerstown in 1880. His sons, 
Harry B. and J. Earl Kohler, are con- 
tinuing the business. 

q ‘The demand for the general run of 
jewelry is reported by Baltimore whole- 
salers to be keeping up about as well as 
may be expected, and the disturbing 
situation in Europe seems to have little 
effect upon the volume of business, 
though at least some of the manutfac- 
turers have begun to mark up their 
figures. One of them has sent out an- 
nouncements that the price of synthetic 
stones has been advanced $3 per dozen 
due to prevailing conditions, and_ it 
is also stated that producers are out of 
some of the sizes, so that replacements 
of depleted stocks are becoming diffi- 
cult, 


Brackin's Goes Places 





This is just part of a party of approximately 
80 employees of Brackin's, credit jewelers of 
Birmingham, Ala., lined up for the photog- 
rapher before the chartered coach which 
brought them 325 miles to Pensacola, Fla., on 
Sunday, July 28, for a one-day excursion. 
This was a unique employees’ picnic for any 
trade, the day's recreation costing the firm 
about $200. Brackin's has stores in Birming- 
ham, Gadsden, West Point, Montgomery, 
Mobile, Jackson, Pensacola and Miami. Mr. 
Brackin, the owner, is reputed to be the first 
jeweler to fly the Atlantic in an airplane. 
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South Carolina Credit Jewelers 
Have Busy Day at Convention; 
Nunnery Succeeds Brooks 


The South Carolina Credit Jewelers 
Association held its second annual con- 
vention, Sunday, July 28, at Hotel Wade 
Hampton, Columbia, S. C., with “ 
the 


than 100 persons participating in 
various activities which began with a 


meeting at 8 a.m. and continued until 
after midnight with a banquet. 

While the manager or owners of re- 
tail stores were buying sales people were 
hearing lectures by manufacturers’ rep- 
resentatives, almost without break from 
8.30 a. m. to 3.20 p.m. The watchmakers 


had a meeting of their own in the 
afternoon, when they discussed their 


particular problems. 
C. M. Brooks, Greenville, the retiring 


president, was highly commended for 
his untiring efforts in organizing and 
fostering the young association. P. H. 


Nunnery, of Columbia, was advanced 
from the vice-presidency to the presi- 
dency; Haskell Henry, Greenwood, for- 
mer secretary and treasurer, was named 
vice-president, and J. M. Broome, Colum- 
bia, was elected secretary-treasurer. 

This association has no heavy dues 
and makes no demands on any manufac- 
turers, jobbers or wholesalers for any 
help in the way of program advertising 
or donations. 


Was It Thrilling? 


A colored movie of a watchmaker 
cleaning a watch, made by an amateur 
Norfolk, Va., movie fan, was shown at 
the August meeting of the Norfolk- 
Portsmouth Guild of the Horological 
Association of Virginia. A quiz pro- 
gram was another interesting feature of 
the session. Meetings are held the first 
Tuesday of each month. 


Advertising is Criticized 


A Federal Trade Commission com- 
plaint has been issued against Shaw’s 
Jewelry Co. and Shaw’s, Dallas, Tex., 
alleging misleading representations — in 
the sale of jewelry and silverware. 

According to the complaint, the re- 
spondents misrepresent that their silver- 
ware is of genuine Rogers Brothers sil- 
verplate; is guaranteed for a lifetime 
by the International Silver Co., manufac- 
turer of Rogers Brothers Silverware, 
that the diamonds in their “Miss Cen- 
tennial” and “His Majesty” rings are 
certified perfect diamonds, and that their 
watches are made wholly of gold or solid 
gold. 

A recent order of the F.’ 
and desist, reads as follows: 


r.C. to cease 


SILVER SERVICE CORPORATION, Chicago, 
and others: representing that respondents 
are conducting a special campaign to in- 
troduce silverware or other merchandise ; 
representing as a contest any sales plan 
in which awards are made without regard 
to correctness of solutions submitted; 
misrepresenting the customary . selling 
price of merchandise or representing 
that any credit vouchers or awards afford 
a financial advantage in connection with 
the purchase of merchandise. (Order 
3654.) 
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A. R. Erskine Represents Trade 
On National C. of C. Committee; 
To Study Diversion of Trade 


A. R. Erskine, president of George 
T. Brodnax, Ine., Memphis, 
jewelers, has been reappointed as one 
of the 16 retailers, wholesalers and dis- 
tributors of consumers’ goods who com- 
prise the Domestic Distribution Depart- 


ment Committee of the Chamber of 
Commerce of the United States for the 
year 1940-41. | 
The committee is giving particular | 
attention to the effects of national de- 
fense measures on distribution. It will 


maintain 
wholesale 


close scrutiny over retail and 
price trends to determine the 


Tenn., | 


| 


need, if any, for price controls, volun- | 


tary or governmental. Truthfulness in 
advertising and standardization and 
labeling of consumers’ goods also come 
within the purview of the committee. 
In cooperation with leading trade asso 
ciations in the retail field the committee 
will work toward improvement in vari- 
ous trade practices. One subject which 
is having attention is diversion of trade 
from retail channels. 

Mr. Erskine reports that he is pleased 
to have the opportunity to serve the re- 
tail jeweler in this way, and says he 
will continue to emphasize the evil of 
the retailing wholesalers, as well as the 
trade barriers, which are being erected 
by the different states, and which, un- 
less checked, will greatly complicate our 
economic life. 


Sir Ernest Oppenheimer in U. S. A. 
Denies Report That Syndicate 
Will Cut Diamonds in America 


A news report received a few days ago | 
from the Bureau of Foreign & Domestic | 


Commerce Metals and Minerals Division 
Says: 

“The Diamond Corporation and_ the 
Diamond Trading Co., subsidiaries of the 
De Beers Diamond Group, have an- 
nounced their intention of establishing a 
company in the United States for the 
purpose of cutting, polishing, marketing, 
and distributing South African diamonds, 
according to information received in the 
Metals and Minerals Division of the 
Bureau of Foreign and Domestic Com- 
merce from the 
General at Johannesburg, South Africa. 

“The visit of Sir Ernest Oppenheimer, 
the head of the De Beers group, and Mr. 
Morrison, Secretary of the two South 
African subsidiaries, was planned for the 
purpose of forming and establishing an 
independent American corporation to 
handle the gem stones. The concern, 
when established, will be under American 
direction; its import will consist chiefly 
of diamonds and brilliants in the rough.” 

However, Sir Ernest Oppenheimer, 
chairman of the Board of the De Beers 


group, upon being interviewed by an 
editorial representative of JEweEvers’ 


Circvnar-Keystone, states that the above 
report has no foundation whatever in 
fact, and that De Beers and its asso- 
ciated companies has no intention of 
deviating from its long established policy 
of dealing in only uncut diamonds. 
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American Consulate | 


THERE'S «A 
SOMETHING NEW AT 
U.S. JEWELRYee a 

er 


m 
®@ @ TAN 


boat, 





always open to grasp the newest 
That's 
at the 
know from experience 
Why 


and ears are 


Our eyes 


ideas and developments in the jewelry industry. 
why 


U. S. 


so many hundreds of retail jewelers look 
first. They 


them 


Jewelry line 


that we can always show something new. 


don’t you do the same? Write for a showing. 
IMPORTERS OF EASTON WATCHES 
to reta'l at $9.75 up 


Write for :n illustrated Easton Catalog 


US JEWELRY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 











$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
® No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


43 South Main Street 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 





We cooperate with jewelers wishing obso- 
lete and inactive patterns. 








A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 








“The price is, the same— 
The service is better.” 


FISHER’S SUPPLY HOUSE 
411 First St. Roanoke, Va. 




















































































4614¥I—14K. Yel. 


! 4614/2YJ—I4K. Yel. 
—l ir. Plat. 
4615 PH Tt $23.50 4615/2PS—10% Ir. Plat. 
1/5 to 5/8 Ct Net $24.50 


LET US MOUNT YOUR DIAMOND 
In this ng A pe 
DIAMON 
ND JEWELRY REPAIRING 
SPE A ong RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 














CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 
Best Workmanship at Lowest Prices 
Prompt Service 
5 South Wabash Ave. Chicago. III. 











JEWELERS' FINDINGS 
(NN) JEWELRY BOXES N) 
TROPHIES — MEDALS 


CUPS — SPORT BALLS 


COMPLETE LINES FOR THE 
JEWELRY TRADE 
CATALOGS SENT ON REQUEST 


F. H. NOBLE & COMPANY 
535-559 W. 59th St., Chicago 





























Feel 


ined 
Relined 


SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Ill. 


























DIAMOND CUTTING 


Re-Cutting Price, Net—Special 
p. Ve and '/, Carat $5 | 5, and 34 Carat $9 


¥% and '/,2 Carat 7 Vg and | Carat 10 
Removing Chips $1.50 to $3.00 


| IMPORTERS-OF DIAMONDS 


Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 








q B. C. Allen, of Benj. Allen & Co., and 
family spent the month of August at 
Rye Beach, N. H. 

q Mr. and Mrs. Gilbert Fox, of the B. 
H. Stief Jewelry Co., Nashville, ‘Tenn., 
spent two weeks in Chicago, last month, 
on their vacation North. 

q Anthony True, diamond broker, re- 
turned recently from an extended vaca- 
tion trip to Canada where he spent most 
of the time with his nieces and friends 
in ‘Toronto. 

q Herman P. Haynes, manager of the 
Ingersoll-Waterbury Clock Co. Chicago 
office, recently returned from an extend- 
ed business trip to Dallas and other 
Texas cities. 

q.C. B. Rich, formerly of Kirk-Rick 
Dial Corp., who recently purchased the 
Central Dial Co., of Chicago, spent sev- 
eral days last month at the La Crosse, 
Wis. plant. 

q Hyman Wein, of the Clinton Watch 
Co., was guest of Emil Noel on a fishing 
trip to Mille Laces county, Minnesota, 
last month, and both give good reports 
about the big ones which got away. 

q Theodore Bitterman, of Bitterman 
Bros., Inc., Evansville, Ind., visited the 
Chicago trade last month. Mr. Bitter- 
man has completely recovered from in- 
juries received last Spring in Tennessee, 
as a result of which he spent seven 
weeks in a hospital at Memphis. 

q Sigmund Gottlieb, Frederick Gottlieb 
& Co., recently returned from a month’s 
trip during which he visited Cuba, Costa 
Rica, from Balboa to Cristobal, went 
through the Panama Canal, then to Hon- 
duras and returned home by way of 
New Orleans and San Antonio. 

q The West Side R. J. A. held its an- 
nual outing, on Aug. 7, at Alpine Gun 
Club, Round Lake, IIl., where a large 
number of the members and their fam- 
ilies enjoyed the program of recreations 
and entertainment prepared by the en- 
tertainment committee headed by E. R. 
Miller, 6027 Roosevelt Road, Cicero, III. 
q The Manheimer Watch Co., American 
watches, which has been located on the 
16th floor of the Pure Oil Bldg. for the 
past ten years, has moved to the 13th 


| floor of the Pittsfield Bldg., 55 E. Wash- 


ington St. Sol Cogan, president, says 
the move was made for the convenience 
of their customers. 

q Miss Margaret Riley, H. F. Wich- 
man Co., Honolulu, visited the trade in 
Chicago last month enroute to New 
York. While in the East she will vaca- 
tion in her old home state, Maine. 

q Mrs. May Weaver, Arthur A. Everts 
Co., Dallas, Texas, spent two weeks in 
Chicago during August on a buying and 
vacation trip. 

q Clifford C. Whiting, manager of the 
Whiting & Davis Chicago office, was 
called to North Attleboro Aug. 1, on 
account of the illness of his father, 
Frank Whiting, who died on the 4th, 
and remained until the 14th on account 
of the death of his uncle, Charles A. 
Whiting, who was stricken the day his 
father died, and died on Aug. 9. 

q Joseph Hirtenstein, whose father 
established the business in Chicago 55 
years ago, has removed the _ business 
from 5 S. Clark St., to 12 E. Randolph 
St., in the new Capital Bldg. The new 
store is completely equipped with attrac- 
tive modern fixtures and lighting system 
and will be conducted as a jewelry and 
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giftwares store under the name of Fed- 
eral Jewelers. 

q Elison Rosenthal, jewelry salesman of 
the Benjamin & Edward J. Gross Co, 
of New York, reported to the police on 
Aug. 13 that bandits had robbed him of 
upproximately $20,000 worth of diamonds 
and jewelry. While on his way to a 
customer’s store on the South Side, he 
said, four men in a car forced his chauf- 
feur-driven car to the curb, two of the 
men with revolvers entered his car and 
ordered his chauffeur to drive south, 
When they reached 48th and Morgan 
Sts., they took his cases. joined the other 
two in their car which had followed, and 
escaped. The valuables were insured. 

q The Chicago Jewelers Soft Ball League 
concluded its formal schedule on Aug. 
9, but in order to distribute the four 
cash awards, some postposed games are 
yet to be played. By winning its two 
games yet to be played, the team repre- 
senting Swartchild & Co. will tie the 
Benj. Allen & Co. team for first place. 
Third and fourth places will be de- 
cided between the teams of A. C. Becken 
Co., F. H. Noble Co. and Emil Braude 
& Sons. Three extra games will be 
played in case of ties. Teams definitely 
out of the money represent Joseph Hagn 
& Co., C. D. Peacock and The Ball Co. 
q The powerful softball team represent- 
ing Benj. Allen & Co. avenged its recent 
defeat by the Elgin National Watch Co. 
team at Elgin, when the return game 
was played in Grant Park in Chicago on 
Friday, Aug. 16. The game was warmly 
contested throughout the nine innings 
but all the rooting of Howard Schaeffer, 
Andy Rowe, Earl Stamm and Gordon 
Howard could not save the Elgin team, 
and the final score was 11 to 10. Con- 
sequently, John G. Leiner, chief host 
for Benj. Allen & Co., and his assistant 
hosts, Leland Fay, Cliff McLane, A. F. 
Hornburg, and Charlie Burley were 
happy, smiling hosts at the delightful 
dinner and entertainment given at the 
Illinois A.C. for about 50 members of 
teams and guests that evening. 

q Monday, Aug. 5, was a red letter day 
for members of the Chicago Credit Jew- 
elers Association members when they 
were guests of President L. Litt for a 
golf outing and dinner at the Bryn Mawr 
Country Club. About 30 contested for 
the golf prizes, and more than 40 were 
present for dinner and entertainment 
in the evening. Among the winners were 
Secretary Ben Halpern, The Charles Co., 
low net of 69; George Engelhard, Na- 
tional Jeweler, net of 77. Low gross of 
78 went to Merrill Litt, son of President 
Litt and Edward Mizel, Marshall Jewel- 
ers, and Ben Levine, Hillman Jewelry 
Co., tied for low. gross, 46, on second 
nine holes. Harold Cohn, Shaw Bros., 
captured the blind bogey prize and 
Charles L. Smith, Busch Kredit Jewelry 
Co., was easily the winner of the booby 
prize with a 130. After dinner many 
remained for cards. 














Your JOBBER Has 


NEWALL 
“Quality Findings” © 


The Newall Mfg. Co. - Chicago 
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International Opens Two New Sales Service Centers 












Another view of the 
Chicago sales office 
shows a model table. 


The modernized sales and service quar- 


ters of the International Silver Ca., 
opened at 6 N. Michigan Ave., Chicago, 
and at 150 Post St., San Francisco, have 
been designed with the view of giving 
every possible aid to the retail jeweler. 
The latest merchandising plans are dem- 
onstrated, making available to dealers 
not only methods of increasing silver- 
ware sales but storewide merchandising 
as well. Display windows along all of 
the walls show effective means of using 
window space. 

Distinctive modern arrangement and 
skillful use of color is the keynote of 
this new progress in silverware sales- 
manship. ‘Tables and counters are de- 





Boxed flatware and 
other packaged goods 
is shown to its best 
advantage in this 
well - lighted salon. 





Spacious is the word 
to characterize the 
San Francisco office. 
Silver is dramatized 
in the recessed cases. 


signed to give the utmost in usable space 
and attractive settings for the showing 
of silverware patterns and styles. Special 


application and arrangements of light- | 


ing fixtures insure the best possible con- | 


ditions for display. 

Silverware merchants are welcome at 
all times, and mail inquiries regarding 
any of the company’s products, which 


range from premium merchandise to the | 


finest quality sterling silver, will be 
handled by these offices, and another 
new sales and service office at 485 5th 
Ave., New York City, which was opened 
last year, and the company’s home office 
in the Sales Service Institute, at Meri- 
den, Conn. 





Leo Nathan Heads Stone House 


Leopold Nathan is now in complete 
control of S. Nathan & Co., Ine., 71 
Nassau St. Associated with him is Jack 
Teichlauf, who has been with the firm 
for many years and is now vice-presi- 
dent of the corporation, and Lambert 
Wallenstein, who was with the firm from 
1928 to 1933, and has now rejoined it, 
having acquired an interest. 

Mr. Teichlauf will shortly leave to 
cover his usual territory in the Middle 
West, and Mr. Wallenstein will cover 
the Eastern territory. 

Solomon Anholt, prosperous diamond 
merchant of Amsterdam, landed in New 
York with his wife and son, Aug. 22, 
ending a trip which began as a brief 
vacation in the south of France on May 
7. It was just by luck that he and his 
family left Holland just three days be- 
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fore the invasion. When Paris was taken 
the Anholts escaped to Bordeaux, and 
witnessed several air raids on the city 
while the boat on which they were to 
sail lay in the harbor for four days. 


Birks’ President Has 70th Birthday 


J. Harry Birks, president of Henry 
Birks & Sons (Montreal) Ltd., celebrated 
his 70th birthday, Aug. 31. 

A son of the founder, Henry Birks, 
J. Harry Birks graduated from the 
Massachusetts Institute of Technology in 
1891. He entered the business in charge 
of manufacturing. He was elected a 
director when the company was formed 
out of the old partnership in 1905. From 
1905 to 1924 Mr. Birks acted as secretary. 
He became first vice-president in 1928, 
remaining in this capacity until 1938 
when he was elected president. 
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IMPROVED 


WATCH DIAL REFINISHING 
A SERVICE OF SATISFACTION 


Oldest Cumpany in Middle West 
Cc. B. RICH 


CENTRAL DIAL CO. 
CHICAGO, ILL. — LACROSSE, WISC. . 











29 E. Madison St. 


Sucomparable 
Whlch, Case Fgbaning 


OUR week. COSTS NO MORE THAN 


DINARY WORK 
BECKER-HECKMAN CO. 
CHICAGO, ILL. 








If you want a Complete Catalog of 


®) FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 











HUB and DIE ENGRAVERS 
of CLASS RINGS, PINS, MEDALS, 
& CRESTS 
PORTRAIT AND FIGURE MODELING 
A SPECIALTY 


JEWELERS DIE SERVICE 
B. M. SKOGEN 
319 N. PULASKI RD., CHICAGO, ILL. 








McRAE & SHAW 
163 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
“THE OLD SHEPHERD’ RADIO PROGRAM 
EXCLUSIVELY. FOR JEWELERS 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 


















fcme WATCH CO. 
S S.WABASH AVE. CHICAGO ILL. } 
USED WATCH .” 
m 
Mi * 
So 
USED MOVEMENTS 1 os 
Good Condition 
Good Dials m= 
0-Size Elgin, Waltham 2 oo 
$2.00 — 15J, $3.00 D> 
THE PRICE OF > 
NEW MATERIALS & 
Wheels, pinions, ire) 
pallet forks, etc. 
q $4. for all watches. 
6 size Elg., Wal., Hts. Send sample of 
73, 75¢ — 153, €1.25 what you want! All 
oH Le rect. or $4.0 | Svaranteed! Remit 
10% L. 6), 75¢ — only if satisfactory. 
153, $1.25 
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GRAFNER BROS. 


GENERAL LINE 


VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING - ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 


~LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 
Telephone: AT. 5379 


























PUIRCIFASIE 


llighest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS. etc., furnished 


€ 


GOLD and SIULVIER ( 
Scrap and SED 














933 Ridge Ave. Pittsburgh. Ps 











! VERNON-BENSHOFF CO. 








PITTSBURGH 


q Saul Weis, of David 
wholesale jewelers, Clark 
his vacation along Lake Erie. 
q Paul S. Hardy, 
Hardy & 
vacationing at the Hardy summer home 
in Canada. 


Weis 


president of the 


q Hugo Funcke, of H. Funcke, Empire 


& Ca, ' 
Bldg., spent | 


Haves Co., and family, are | 


Bidg., for the past 53 years retail jewel- 


ers in this city, is convalescing at his 
home. 


.q@ Leon Doubet, Niles, Ohio, retail jew- 


eler, and family, stopped off in Pitts- 
burgh recently on the way home from 
an Eastern sojourn. 

q Sneak thieves entered the wholesale 
jewelry store of Harry F. Seigelhorst, 
Clark Bldg., at noontime one day re- 
cently and made way with a small quan- 
tity of merchandise. 

q Harry H. Silverman, vice president of 
the Samuel Weinhaus Co., and family, 
have returned from a motor trip to 
Miami. 


Louis W. Corbin, secretary of | 


the firm, and Mrs. Corbin toured New | 


England, while Albert Frever and family 
also journeyed to Florida. 

q William J. Sample, vice president of 
the Grogan Co., is receiving the sym- 
pathy of the trade in the death of his 
wife, Ann Mary Frew, which occurred 
Sunday, Aug. 18. A son, William Bur- 
well Sample, formerly associated with 
the Grogan Co., also survives. 


q Herman Cerf, for many years presi- | 


dent of the M. Bonn Co., wholesale jew- 
elers, Penn Ave., has retired and moved 
to Atlantic City with Mrs. Cerf. Mr. 
Cerf celebrated his 80th birthday re- 
cently. 
chosen. Walter M. Bonn is treasurer of 
the company and active head. 

q Miss Virginia 
William J. Kappel, president of the Wm. 
J. Kappel Co., Pittsburgh, the Busch, 
Kredit Stores of New York and Chicago, 
and other retail stores, chose Sept. 10 
as the date for her wedding when she 
will become the bride of William R. 
Wells, Jr., of this city. 

q A number of out-of-town retail jewel- 
ers were here to buy Fall merchandise 
recently including: T. S. 
Kittaning, Pa.; Phil Lipson, Fairmont, 
W. Va.; George Cogley, Freeport, Pa.; 
Charles ‘Teper, Clairton, Pa.; Walter 
Schwer, ‘Tarentum, Pa.; R. M. Sharp, 


Kappel, daughter of | 


His successor has not yet been | 


Hutchinson, | 


Wilson, Pa., and W. M. Johnston, Far- | 


rell, Pa. 


q The Samuel Weinhaus Co., 808 Liberty 


Ave., held its annual Fall opening, Aug. 





THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF 
AMERICAN WATCHES OF MERIT 





LORD ELGIN x 
x LADY ELGIN 


WALTHAM 


PREMIER 





DIAMONDS—JEWELRY—SILVERWARE— CLOCKS— DRESSERWARE 





808 LIBERTY AVENUE 


PITTSBURGH, PENNA. 
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11 to 18, the store remaining open each 
evening until 10 P. M. to permit out-of- 
town retail jewelers to come in and look 
over the Fall lines. Large orders were 
booked for Christmas merchandise and 
Kmil Freyer, president, says the firm 
looks forward to a very good season, 

q Leave it to Max Unger, credit jeweler, 
Oliver Bldg., to do something exciting 
and unusual. He has entered his turtle, 
“Dapper Dan” in the annual charity 
turtle race, conducted by the Variety 
Club and to be held in Duquesne Garden, 
Sept. 15. First prize is $1000 and the 
proceeds go to charity. Miss Margaret 
Salmon of the Unger organization is 
vacationing at Odgensburg, N. Y. 

q Approximately 350 watchmakers, their 
wives, sweethearts and friends attended 
the annual outing and dance of Alle- 
gheny County Guild No. 1, Horological 
Association of Pennsylvania, Inc., at 
Franklyn Grove, Camp Horne Road, 
Emsworth, Pa., Sunday, Aug. 11. Virgil 
Petrocelly, Clark Bldg., was chairman 
of the committee on arrangements and 
J. Phillip Sommer of Pittsburgh, na- 
tional president, was master of cere- 
monies. Fifteen races, followed by a 
mushball game between the watchmakers 
and Curry ‘Thompson Co., printers, which 
the former won 27 to 4, featured the 
afternoon activities. Elaborate prizes, 
donated by Pitsburgh wholesale jewelers, 
were raffled off during the day. Swim- 
ming, refreshments and dancing, in the 
evening, concluded a very fine program, 
with a magician’s show and_ jitterbug 
contest adding zest to the outing. 


U.H.A. to Meet in Duluth in 1941 


Duluth, Minn., has been chosen as the 
scene of the 1941 convention of the 
United Horological Association, to be 
held June 22, 23 and 24. Sessions will 
be held in Hotel Duluth, on beautiful 
Lake Superior. The slogan is: “Watch- 
makers, spend your 1941 vacation at the 
U.H.A. convention in air-conditioned 
Duluth.” 

The following local committees have 
been announced by the national chair- 
man, J. Phillip Sommer, Pittsburgh, 
U.H.A. president: Local general, W. W. 
Luce, chairman; Herbert W. Schmidt, 
vice-chairman; Rodney Schenk, A. W. 
Skogg, R. N. Schellinger, J. Arnold 
Johnson and Walter Luck; publicity and 
advertising, Herbert W. Schmidt; fi- 
nances, Rodney Schenk; entertainment, 
Walter Luck, R. N. Schellinger and 
Fred Nold, and hotel, J. Arnold John- 
son and W. W. Luce. 


They Have Eye Appeal 

An_ attractive window built around 
an Elgin display unit was just too ap- 
pealing, for soon after installation, a 
window-smasher hurled a stone through 
the glass in the jewelry store of C. H. 
Dietrich, in Mount Vernon, O. The 
thief removed only five Elgin watches. 
Any jeweler offered any of the watches 
with the following marks, for sale or 
repair, should communicate with Mr. 
Dietrich: Men’s Movement No. X-110491, 
Case No. 604579; Movement No. 37778919, 
Case No. 118501; Movement No. 38473211, 
Case No. 424148; ladies, Movement No. 
37243741, Case No. 7073845, and Move- 
ment No. 38430931 and Case No. 108979. 
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4 William Richmann, material _ lines 
salesman in the mid-South territory, has 
been appointed to succeed Alfred E. 
Fritz, jewelry salesman for the Bauman- 
Massa Jewelry Co., St. Louis, Mo., who 
died in July. Mr. Richmann, who has 
been in the same service for 15 years, 
is well acquainted with the territory. 
His appointment was followed by that 
of Peter Koal, who wili handle all mate- 
rial lines through the same_ territory. 
Mr. Koal has been with Bauman-Massa 
for 12 years. 

q Fellow-townsman with Wendell Will- 
kie was Herman P. Haynes, now of 
Chicago, Western manager for Ingersoll- 
Waterbury Co. Mr. Haynes grew up in 
Elwood, Ind., and was graduated from 
the now-famous Elwood High School a 
vear after the future Presidential candi- 
date graduated. 

qc. W. Gould, formerly with E. B. 
Richards Co., of Attleboro, is now East- 
ern representative of D’Aguanno Bros., 


226 Eddy St., Providence, makers of 
gold-filled, hand scroll and cameo-set 
jewelry. George Flemming represents 
D’Aguanno Bros. in Chicago. 

q Salesmen of Bernat Co., 9 Maiden 
Lane, New York, Swank distributors, 
are preparing to leave for their respec- 
tive territories with the new Fall line. 
They are Nat Kramer, New Jersey; 


Herbert Eide and Irving Ettin, metro- 
politan area; Abe Rolnick, New England 
and Pennsylvania; Leo Abraham, South- 
ern, and Nat Alexander, New York 
State. 

q Tavannes Watch Co., Inc., 608 Fifth 
Ave., New York, has engaged David 
Heitel to cover the Middle West, and 
Harold Phillips to call on the trade in 
New York and vicinity. Both are well 
known watch salesmen. Lester Chappell, 
long associated with Tavannes, will cover 
New England. 


q1. B. 


Miller, 84, who has traveled as 


a jewelry salesman for more than 53 
years, and represented Shield’s compacts 
and cases until the business of Shield’s, 
discontinued, 
Inc., 


Inc., was 
represents 


recently 
the Henriette, 


now 


line of 


84-years old and 
getting started 


just 





compacts and cigarette cases made by 
the Wadsworth Case Co., Dayton, Ohio. 
Mr. Miller now travels by automobile, 
with a chauffeur, but he recalls horse- 
and-buggy days when the founder of 
Sears, Roebuck & Co. was one of his 
early customers while Mr. Sears was 
serving as agent at the flag station of 
North Redwood, Minn. 

q Irving Richman is metropolitan sales 
representative for Krasnow Mfg. Co., 
15 John St., New York. 
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q Irving Segal has resigned as a district 
manager for Universal Camera Corp., 
New York, to cover Toledo, Northwest 
Ohio and Michigan for M. A. Mead & 
Co.'s Detroit office, under the direction 
of Ed. Berg, Mead’s Michigan repre- 
sentative. Segal is son of the late Jacob 
Segal, who headed the diamond house 
bearing that name, and has served 20 
years in the jewelry trade. 

q Gardner Brown, newly-named western 
division sales manager for Elgin National 
Watch Co., will direct sales west of the 
Mississippi River, following a half-year 
survey of the territory. Brown formerly 
was with the real estate department of 
Marshall Field and also with Lehman 
Bros., investment brokers. His office will 
be in Elgin, Il. 

@ Seymour M. Kessler, of Freudenheim 
Bros., Ine., New York, watch whole- 


‘salers, is a powerful salesman, the family 


of Michael Kohn, Elizabeth, N. J., jew- 
eler agree! Kessler not only sold watches 
to Jeweler Kohn, but persuaded Miss 
Bertha Kohn, the jeweler’s daughter, to 


change her name to Mrs. Kessler. The 
wedding is set for early in 1941. 

q KE. Fineman, a_ salesman for Max 
Kohner, wholesaler of 20 W. Baltimore 


St., Baltimore, seems to find his terri- 
tory in Texas too confining and is mak- 


ing incursions into Mexico with gratify- 
ing success. He reports to his office that 


he is making sales in satisfactory volume 
and that the Mexicans can be induced to 
make purchases of American goods in 


good volume. Mr. Fineman has_ been 
with the Baltimore firm for about five 


vears and expects to stay on the road 
in the wide open spaces on this trip 
until shortly before Christmas. 

q The Watson Co., Attleboro, Mass., an- 
nounce the appointment as a sales rep- 
resentative of Willard Sylvia, who was 
formerly connected with the Gunderson 
Glass Works of New Bedford, Mass. 

q Lt. Lester Smyth, who covers the Caro- 
linas for his father’s firm, the Albert S. 
Smyth Co., Inc., Baltimore, Md., whole- 
salers, is in training and participating 
in the mimic war in St. Lawrence 
County, New York, with the 110th Field 
Artillery. He expects to return to the 
road just as soon as his six-week train- 
ing period is ended. 

q Herman P. Haynes, manager of the 
Ingersoll-Waterbury Clock Co. Chicago 
office, recently returned from an extend- 
ed business trip to “Texas. 

q Craig D. Munson, vice-president and 
sales manager; Arthur E. Irwin, assistant 
sales manager, James Lester, William 
Schaeffer and Theodore Brookmeyer, all 
of the International Silver Co., went to 
Pittsburgh, last month, to attend the 
funeral of Williston “Willis” H. Rice, for 
the past 25 vears Pittsburgh district rep- 
resentative of the 1847 Division of Inter- 
national, who lost his life in a_ train 
wreck. 

A valuable pendant and brooch lost by 
Princess Juliana of the Netherlands while 
stroliing around MacKay Lake, near Ot- 
tawa, were recovered by the Royal Can- 
adian Mounted Police. 
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National Jewelers 


Mutual Policy 
+ 
Now protecting the 
jewelry trade for over 
$17,000,000.00. 
+ 
Write today for complete 


information and costs. 
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California's Newest 
NOVELTY 


Your favorite photo in- 
serted in the strap. A 
"Pacific'' product. 
$2.00 per card 
of six. 











Patent Pending 








An unusual item 

which will bring many 
extra sales to your watch 
department. 


Look for the trade mark 
on the back of each strap. 
“'Pacific’’ means quality. 


MANUFACTURING COMPLETE LINES OF 
WATCH STRAPS FROM $1.25 TO $6.00 
PER DOZEN 


SAMPLE CARDS OF ASSORTED STRAPS 
ON REQUEST 


Pacific Watch Attachments Co. 


228 West 4th Street, Los Angeles, California 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 










































DIAMOND-CUTTING 


expert work... fast service 


2 carat 
pier: Dar: B 4 
7g Carat 
carat 

Pome of: are Bo 
» Carat 

carat 

'4 carat 


LITWIN & 


114 West 6th Street, 


$ 9.00 per carat 
10.00 per carat 
11.00 per carat 
12.00 per carat 
14.00-per carat 
16.00-per carat 
18.00 per carat 
26.00 per carat 


SONS 


Cincinnati, Ohio 

















KLEIN BROS. 


—As 


Usual—Are 


Presenting the most 


attractive lines, specializing in: 
DIAMOND RINGS—Of only one quality—THE 


BEST—combined with the 
most outstanding mountings. 


JEWELRY—An exceptionally large line of gold and 


fine gold-filled jewelry. 


COSTUME JEWELRY—Latest styles and newest 


items that will attract your 
customers 


“KENWOOD WATCHES’’—Combine popular prices 


with accuracy and 


style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 


617 Vine St. 


Cincinnati, Ohio 























Greenwold Grift Co. 


The House of Oualit y and Service 


STREET 


CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


Zones 6, 7 


ELGINS @ 


HAMILTONS 































FOR PROMPT— 


DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


wZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 

GERWE-FROHMAN CO. 


CINCINNATI 


NEW ORLEANS 



















MISS VANITY 


STREAMLINED DIAMOND RINGS 


For the Fall Bride. 
erately priced. 


Most attractive. Mod- 


Write for a Selection 


THE D. JACOBS SONS CO. 


811 Race St. 


Cincinnati, Ohio 


Serving the Retail Jeweler for over 60 Years 
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Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohlo 


Workers in precious metals. 














q Henry Schulz, with Mouch the Jew- 
eler, is on a fishing trip. 

q Adele Luckey has been attending the 
gift show in Chicago. 

q Clifford Bennett, Frank Herschede 
Co., has returned from a trip to the 
Hoosier state. 

q Box Herzog, associated with Elmer 
Herzog, Covington, Ky., jeweler, is away 
on a fishing trip. 

4 Walter Stagner, with Frank Her- 
schede Co. and his family took a 
Florida vacation. 

q George Kleier, with E. Wagner & Son, 
Liberty Square jewelers, is back from 
a vacation trip. 

4 Hubert Esberger, Vine St. and 
George Griesser, Cheviot, are other jew- 
elers back from vacation. 

q A. F. Chapman, Loring Andrews Co., 
is convalescing from a_ recent illness. 
Frank Limlee, of that firm, is sojourn- 
ing in Wisconsin. 

q Robert Lange, Vine Street jeweler, 
spent his vacation in Wisconsin and 
Maury Lange, of the same concern, now 
is away on an extended trip. 

q George Horey, accompanied by his 
wife, went to Canada for a vacation. He 
has returned to his post with Lange the 
Jeweler. 

q Traveling together, Louis Hummel, 
Jr., 4th and Vine St. jeweler, and Fred 
Sayre, with William Dixon & Co., re- 
cently took a river trip to Louisville. 
4. R. Olsson, with the Waltham 
Watch Co., has returned from the East 
after he and his family visited the watch 
factory. his old home and friends in 
Massachusetts. 

4 Recent visitors in town included P. 
J. Armeny, Baker & Co.. Newark; 
“Cardinal” Bill Hayes, Ronson Lighters, 
Newark, and James Middlemas, F. H. 
Noble & Co., Chicago. 

q Sympathy of the trade has been ex- 
tended Frank Garrett, Broadway jew- 


eler, and Fred Epvel, of the Gruen 
Watch Co., over the deaths of their 
mothers. 


q R. W. Braun, Liberty St. jeweler, has 
fully recovered from a recent illness. 


q Back to Cincinnati from Canada, 
where he fished, has come Phil Haas, 
Sixth St. jeweler. 

q With his family, Julius D. Jacobs, 


president of D. Jacobs Sons Co., whole- 
sale jewelers, is vacationing at Cape 
May, N. J. They remained there through 
August. 

q E. J. Eckerle, Elmwood Place jew- 
eler, and Adolph Wiebell, Vine and 
Elder St. jeweler. recently gave a party 
at their Old Point Comfort camp for a 
group of friends. Attending were Wal- 
ter Bleska, George Heeb, Ed Mitten- 
dorf, Al Esberger and J. Charles Hum- 
mel. 

q Jacob Reinstatler, Cincinnati jeweler, 
is recovering from automobile accident 
injuries he received recently, three 
months after he had been slugged in 
his store by two Negro women. Rein- 
statler, 72, was knocked down by a ma- 
chine driven by a voung Negro, in 
front of his store, suffering a rib frac- 
ture and a lung puncture wound. 

q Diversions aplenty will be offered 
those attending the sixth annual picnic 
of the Cincinnati Guild, Ohio Watch- 
makers’ Association, Sept. 15. at Mt. 
Airy Lodge. Among the activities of 
the all-day Sunday outing will be shuffle 
board, a ball game, horseshoe tourna- 
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ment, other athletic events and games 
Prizes are to be awarded. Richard 
Aukenthaler, chairman, will be assisted 
by Elmer Fisher and Art Westrich. 

q As chairman of the Legislative com- 
mittee of the Ohio Watchmakers Asso- 
ciation, Inc., Frank Foegler, Cincinnati, 
announced that the committee will mail 
out letters to all candidates for Ohio 
legislative offices, stressing the need for 
the passage of a state watchmakers’ 
licensing bill. They will be mailed out 
following the Sept. 19 rally of the Asso- 
ciation in Cleveland. <A_ previous li- 
censing bill “died” in the State Assem- 
bly. Such a law would give an incentive 
to young men and women to take up 
the craft, figuring there would be little 
chance for unfair competition, Foegler 
said. It also would be helpful if the 
Government called upon the craft in 
time of emergency for skilled workman- 
ship outside the watchmaking industry, 
he added. 


3 





Federal Trade Rulings 


The Federal Trade Commission, during 
recent weeks, has announced the follow- 
ing orders and stipulations, pertaining 
to firms engaging in the jewelry trade or 
handling jewelry store merchandise: 

Davip F. COWEN and RAYMOND COWEN, 
trading as COWEN BROTHERS, 36 John 
St., New York, agree to cease using the 
word ‘“Sweatproof’ to describe their 
wrist watch straps, or representing in 
any way that their leather poducts have 
been rendered impervious to the penetra- 
tion of perspiration. The respondents 
also agree to desist from representing 
that their merchandise customarily sells 
for sums in excess of the prices actually 
charged. (Stipulation 2882.) 

WESTERN NOVELTY Co., Portland, Ore.: 
representing that rings set with hematite 
or any non-precious stones, are set with 
“Alaska Black Diamonds,” “Genuine 
Laska Black Diamonds,” or any precious 
or semi-precious stones produced in 
Alaska. (Order 4082.) 

CHARLES POLK, trading as SALES PRO- 
MOTING Co., 160 Fifth Ave., New York, 
has been ordered by the Federal Trade 
Commission to discontinue the use of 
lottery methods in the sale of watches, 
clocks, leather goods, electric lamps, 
quilts, blankets, waffle irons, radios, toilet 
sets and tourist sets. The order prohibits 
the respondent from selling or distribut- 
ing any merchandise so packed and as- 
sembled that sales to the general public 
are to be made by means of a lottery; 
supplying others with merchandise  to- 
gether with lottery devices which may 
be used in selling or distributing such 
merchandise to the general public by 
means of a lottery scheme; supplying 
others with lottery devices either with 
merchandise or separately which may be 
used in selling such merchandise to the 
general public by means of a game of 
chance, or selling any merchandise by 
means of a game of chance, gift enter- 
prise, or lottery scheme. (Order 4175.) 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Worcester jeweler missed two watches 
and $90 from an unlocked safe on Aug. 
17. The suspected thief was arrested as 
he left the train at Grand Central Sta- 
tion, New York. 

W. H. Samelius, director of Elgin 
Watchmakers College, accompanied by 
his wife and Mr. and Mrs. Davis, of 
Elgin, IIl., while on an extended tour of 
the White Mts., took time out to renew 
old acquaintanceships — in the trade. 
During their visit to Boston, they were 
the guests of Thomas Fagan, jeweler in 
the Statler Bldg., and former president 
of U.H.A. 
qSmith-Patterson Co., jewelers on Sum- 
mer St., during Yacht week used three 
display windows featuring timepieces of 
all types for marine use, from the high- 
est grade of ship’s bell clocks to mois- 
ture-proof wrist watches, together with 
accessories with a wide range of useful- 
ness for the individual, afloat or ashore. 
These annual displays attract unusual 
attention and many out-of-state sales 
are traced to this event. 

q Hewett-Smith Co., jewelers of Brock- 
ton, Mass., now holding a close-out sale, 
were victims of sneak thieves, recently. 
While thirty or more customers were in 
the store two men engaged the attention 
of the clerk while a third man reached 
behind the counter and grabbed a tray 
of rings, said to be valued at $500. The 
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three darted out of the door, separated 
and succeeded in making a getaway in 
the shopping crowd. 

q The New Hampshire League of Arts 
and Crafts will hold its midsummer 
craftsmen’s fair at the Holderness School 
for Boys. Edward Everett Oakes, a Bos- 
ton jewelry Craftsman lectured on Aug. 
14th and exhibited his famous jewel cas- 
ket, which is a miniature silver taber- 
nacle, set with semi-precious stones. B. C. 
Legett, lapidary of Gorham, N. H., and 
owner of a fine collection of semi-pre- 
cious gems, also lectured and demon- 
strated the cutting of gems. 

qOne of New England’s manufacturers 
of high grade jewelry for men, desirous 
of first-hand information in regards to 
sales in smaller cities and towns of qual- 
ity merchandise, selected a jewelry store 
in a small Massachusetts city in which 
he placed a test display. The merchan- 
dise consisted of 36 pieces of men’s 
jewelry priced on an average of two to 
five dollars more than the jeweler be- 


lieved the traffic of his town would bear. | 


The tastefully arranged showing, before 
a distinctive background, in five days 
had unexpectedly good results. Three 
items, with an average price of $12, to- 
gether with many others, were sold in 
mid-August, leading both the jeweler 
and the manufacturer to believe that the 
public welcomes jewelry of better qual- 
ity. 





To Altar in Unprecedented 


A sales boom of considerable propor- 
tions in engagement and wedding rings 
and other jewelry store merchandise, 
seems to be underway as thousands of 
young couples flock to the altar in an 
obvious effort to beat the selective service 
call which appears to be imminent. 

The exultant reports of jewelers of in- 
creased wedding business is confirmed by 
a report from officials of J. R. Wood & 
Sons, New York, the country’s largest 
wedding ring manufacturers, that their 
sales volume in wedding bands on Aug. 
25 had increased by approximately 250 
per cent since June 1. The plant, now 
working at capacity speed with a greatly 
increased payroll, and operating Satur- 
days and Sundays, is producing between 
1500 and 2000 rings per day. An at- 
tempt is being made to gear the plant 
to a production of 2500 per day, as fast 
as capable workmen can be procured. 

While the tempo of the wedding 
march has increased generally it is mov- 
ing at double time along the Eastern 
seaboard and in the centers of popula- 
tion, and conversely is dragging in the 
Western states where the isolationist 
point of view is more prevalent. 

The processional to the registrar’s of- 
fice acquired near-riot proportions on a 
couple of occasions in Manhattan and 
Brooklyn, and police were called out to 
maintain order as block-long queues of 
impatient young people waited their 
licenses for married happiness—and, pre- 
sumably, security from the draft board. 
Several hundred couples had to be 
turned away on one occasion when the 
registrar’s office was closing for the day. 
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Wedding Beils Peal Jewelry Sales As Young People Rush 
Numbers to Escape War Service 


Retailing, «a business publication, in 
its Home Furnishing issue of Aug. 26, 
published results of a survey it con- 
ducted in nine leading cities, showing 
substantial increases in the number of 
marriages in all but two cities, San Fran- 
cisco and I.os Angeles, where license 
issuance was lagging behind last year’s. 

The latest available figures, generally 
for a period of about a month in late 
July or August, showed the following 
increases over the comparable periods of 
last year: Milwaukee, 79 per cent; Bos- 
ton, 47 per cent; New York, 34 per 
cent; St. Louis, 33 per cent; Cincinnati, 
20 per cent, and Philadelphia, 6 per cent. 
Chicago, tikewise, had a considerable in- 
crease. Three thousand licenses had been 
issued there between Aug. 1 and 23, as 
compared with 3921 licenses for the en- 
tire month of August, 1939. 

These additional weddings account in 
an appreciable measure for the 14.9 per 


| <@) 
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cent increase in jewelry sales over July, | 


1939. 


GIDDAYEP, DOBBIN! 





This old rig, with its occupants in the garb of 

bygone days, was used by Goodhue's, jewelers 

of Fort Fairfield, Me., and made a hit in the Old 

Home Week celebration of the town. It served 

to call attention to the venerable age of the 
establishment. 
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MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices Bronze, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 
Formerly with Shreve Co., the 


Est. 1921. and 


Gorham Co. 
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Where to Buy 
IMPORTED 
China and Glass 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Uand made English Crystal 
IRISH BELLEEK 
The original production 
WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 











ASTLETON CHINA 


INCORPORATED L.E. HELLMAN, President 


DE LUXE TABLEWARE 


for the | 


FINE CHINA TRADE. 


MADE INAMERICA * MADE OF AMERICA | 
149 Fifth Ave., New York, N. Y. 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. | 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA, England 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





























CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 

THEODORE HAVILAND & CO., Ime. 
26 W. 23rd St. New York 




















Rreinuotp B. Ancer, 84, pioneer jew- 
eler of Oshkosh and Milwaukee, died 
suddenly July 28, at his home at Osh- 
kosh. He began his Oshkosh business 
in 1886. 

Tomas A. ARMSTRONG, 66, who en- 
gaged in the retail jewelry business in 
Waco, ‘Texas, since 1909, operating 
Armstrong’s, credit store, died Aug. 8, 
after an illness of several weeks. He 
entered the jewelry business with his 
brother, W. D. Armstrong, Brownwood, 
Tex., jeweler, 47 years ago. He was 
active in business, civic and_ religious 
affairs of his city. 

W. J. Barker, 75, Cincinnati jeweler 
for 46 years, died July 31, after a three- 
month illness. He was active in the 
business of which his son, Eben A. 
Barker, is manager, until his illness. 

Cart J. Becx, 57, for the past 15 
years a partner in the Cincinnati jewelry 
firm of Beck & Dolf, died July 30, from 
heat prostration, just five weeks after 
the death of his wife. Before forming 
the partnership with Louis J. Dolf both 
were affiliated for 18 years with the H. 
R. Greenwald Jewelry Co., Cincinnati. 

Freperick I. Bernuarpr, 57, formerly 
of New York City, for 30 vears pro- 
prietor of a jewelry shop on the Board- 
walk in Atlantic City, died July 31, after 
a long illness. 

Sor Bropkey, 75, retired Omaha, Neb., 
jeweler and pioneer leader in the Jewish 
community of Omaha, died Aug. 6, in 
Hollywood, Cal. 

Frank E. Burr. 78, who entered his 
father’s jewelry store at the age of 
eleven, died Aug. 8, at his home in 
Carbondale, Pa. The 92-year-old jewelry 
store which he operated after his father’s 
death has always been in the same loca- 
tion. The deceased had been a devotee 
of golf and horse. racing, and had numer- 
ous fraternal affiliations. 


Sot Cerr, 77, until recent months an 
independent wholesale jeweler with head- 
quarters in the Clark Bldg., died Aug. 
11. Born in Alsace-Lorraine, he came 
to Pittsburgh when 17 years of age and 
for more than a quarter of a century 
was engaged in the wolesale jewelry 
trade as head of Sol Cerf & Co., which 
quit business about ten years ago. He 
leaves a brother, Herman Cerf, for many 
years the president of the M. Bonn Co., 
Pittsburgh wholesale jewelry house; and 
two sons, Joseph F., of Pittsburgh, and 
Howard A., of Los Angeles. 

Tuomas D. Croup, 84, retired Wash- 
ington, Ind., jeweler, died Aug. 12, fol- 
lowing a lingering illness. Although he 
amassed a comfortable fortune in the 
jewelry business, he was the owner of 
large property interests from other 
sources during his lifetime and shared in 
a million dollar estate in recent years. 

Hersert H. Diturncuam, 78, who un- 
til about a year ago was associated in 
business with his brother in the firm 
of G. L. and H.° H. Dillingham, 21 
Maiden Lane, New York, died Aug. 20, 
at his East Orange, N. J., home, after 
a lingering illness. -'The deceased for 
many years had been with the old whole- 
sale firm of N. H. White & Co., as New 
England representative, and later as 
manager of the New York office unti! 
the firm was dissolved. He was a good 
bowler in his younger days and was a 
prime mover in the old Jewelers Bowl- 
ing League of New York. For many 


years he had been on the Detective Com- 
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mittee of the Jewelers Security Alli- 
ance. He was a member of the Maiden 
Lane Historical Society. Besides his 
brother, George L. Dillingham, he _ is 
survived by his widow, two other broth- 
ers, and two sisters. 

Nat L. Esoresron, 67, retired jeweler 
of Oklahoma City, Okla., died Aug. 2, 

Haroip Frintayson, 54, for many vears 
a jeweler in Clarence, N. Y., and _ his 
wife, Lydia, 52, were killed when their 
automobile sped out of control near Buf- 
falo, N. Y., and crashed against a tree. 
Police expressed the opinion that Mr. 
Finlayson had been seized by a_ heart 
attack and lost control of the car. Mr. 
Finlayson had retired from the jewelry 
business several years ago. 

James H. Frace, 74, jeweler of Water- 
town, Mass., died July 17. Before open- 
ing his own business 14 years ago he was 
associated with the Waltham Watch Co., 
the E. Howard Watch Co. and A. 
Stowell Co., Boston jewelers. 

Axsert E. Frrrz, who served 37 years, 
uninterruptedly, in the employ of the 
Bauman-Massa Jewelry Co., St. Louis, 
Mo., which firm he represented in IIli- 
nois, Missouri, Arkansas and Mississippi, 
died at his home, July 17, after only a 
few hours’ illness. He joined the whole- 
sale firm at the age of 16 as a messenger 
boy. 

Byron T. Linsea, 69, Bay City, Mich., 
jeweler, died July 22, following a two- 
months illness. He started work in a 
Bay City jewelry store at the age of 
17, having previously worked in a jew- 
elry store in Clare, Mich. 

George A, Marven, 64, for 35 years 
a jeweler in Exeter, N. H., died Aug. 7. 

Wirtiam C. McKee, 48, for many 
years associated with the wholesale 
watch industry of Chicago, during a 
large part of which he managed the 
watch department of Marshall Field & 
Co., wholesale, died at his home, 9816 
Vanderpoel Ave., Chicago, on July 31. 

Prerre A. Rarity, 60, who was in the 
jewelry trade in Tuscon, Ariz., for 30 
years, died suddenly, July 17, after a 
two weeks’ illness. He was a native of 
Paris, France. 
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Wuuston H. Rice, for the past 25 


years Pittsburgh destrict representative 
for the 1847 Division of the Internationai 
Silver Co., was one of a couple score 
of people who lost their lives, early in 
August, in a train collision near Akron, 
O. His wife and a son survive. 

Max Roy, 90, retired Houston, Texas. 
jeweler, died Aug. 10. 

Wim E. Sranson, 44, proprietor 
of a jewelry store at 2519 E. 79th St., 


Chicago, died July 22, from _ heart 
disease. 
Cuares AARON Wuitrinc, 76, one of 


the best known figures in New England 
jewelry circles, as president and treas- 
urer of the manufacturing firm of Whit- 
ing & Davis Co., Plainville, Mass., died 
Aug. 9, in the Massachusetts General 
Hospital, Boston. He was stricken at 
the factory on May 5 and taken to his 
home by his grandson, Charles Whiting 
Davis, and was taken to the hospital 
the next day for an emergency appen- 
dectomy. 

It can be said that Mr. Whiting cre- 
ated an industry, for it was he who 
was responsible for the manufacture of 
mesh bags by automatic machinery. He 
joined, as an office boy, in 1880, the firm 
of Wade & Davis, manufacturing mesh 
bags and jewelry. From that boyhood 
job, at nine cents an hour, he advanced 
through all the departments, and in ten 
years, at the age of 26, was a partner. 
In 1896 he acquired ownership of the 
firm, which was to become the world’s 
largest manufacturer of mesh costume 
bags and costume jewelry, and the name 
was changed to the present style. His 
intimate knowledge of the preblems of 
his employees, acquired when he was a 
workman, foreman and later a salesman 
and officer, accounted in large measure 
for the loyalty and affection of his 
help. 

He was active in social and fraternal 
life. He belonged to the Masons and 
Elks. He was a vice-president of the 
New England Manufacturing Jewelers 
and Silversmiths Association for a num- 
ber of years, declining the presidency. 
He was known for his support of com- 
munity enterprises in both Plainville 
and Franklin, at which place he had his 
home for 34 years. He was a past pres- 
ident of the Plainville Board of Trade; 
president of the Manufacturers’ National 
Bank of North Attleboro and was a 
director of the Plainville Savings and 
Loan. 

His home was a show place, contain- 
ing one of the most extensive and val- 
luable collections of antiques, rare pew- 
ter and period furniture in the country. 
Strangers interested in antiques were 
always welcome. Pictures were another 
hobby and his home also held a unique 
collection of Currier & Ives prints. He 
was a lover of flowers and children. 
He was never too busy for a pleasant 
word or reminiscence. Several years 
ago he built the Walter Livingstone 
Rice Memorial hall as a recreation cen- 
ter for his employees, dedicated to the 
memory of a_ son-in-law. 

He is survived by his son-in-law and 
daughter, Mr. and Mrs. Sturgis C. Rice, 
the former general manager of the firm, 
and his grandson, Charles Whiting Rice, 
who is also connected with the firm. <A 
brother and sister also survive. 

Frank E. Wuirtina, 71, who was Chi- 
cago manager for Whiting & Davis Co. 
for many years until he retired eight 
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years ago on account of his health, died 
on Aug. 4. Since retiring Mr. Whiting 
had made his home in North Attleboro. 
He was well known and popular in the 
trade from Coast to Coast. He was the 
nephew of Charles A. Whiting, presi- 
dent of the firm, who died Aug. 9. A 
son, Clifford C., who succeeded his father 
as manager of the Chicago office, and a 
daughter survive. 

Wiruiam H. Wricut, 69, president 
of Galt & Co. leading Washington 
jewelers, one of the oustanding personali- 
ties in jewelry retailing, and president of 
the Eastern Division of the American 
Gem Society, died Aug. 20 in a hospital 
from a circulatory ailment from which 
he rallied two years ago. He was ill for 
only six days. Mr. Wright attracted the 
notice of Matthew Galt, when, as a high 
school boy of 13, he ran errands for the 
store during a Christmas season. He was 


William H. Wright, 
leading jeweler of 
Washington, D. C., 
and head of Eastern 
Division, A.G.S., who 
died last month. 





given a permanent job and became a 
buyer while still in his teens. He ad- 
vanced to salesman and before his 30th 
birthday was assistant manager. In 1923 
he became manager and the following 
year organized a stock company, com- 
posed of employees, and bought the busi- 
ness from Mrs. Woodrow Wilson, wife 
of the president, who had inherited it 
from her first husband, Norman Galt. He 
was an authority on precious stones and 
numbered many prominent and wealthy 
personages of the capital among his cus- 
tomers. Among the gems he handled was 
the famous Hope Diamond. A Registered 
Jeweler, A.G.S., Mr. Wright was pre- 
pared to fulfill final requirements to be- 
come a Certified Gemologist. He was 
elected to head the Eastern Division, 
A.G.S., at the conclave held in Newark 
in March. His private collection of gem- 
stones at his home at 633 Maryland Ave. 
was quite extensive. A widower for many 
years he is survived by a daughter, two 
sisters and a brother. 


Chicago Jewelers’ Committees 


q Myron J. Kelly, president of the Chi- 
cago Jewelers’ Association has named the 
following committees for the coming 
year: Social relations, Thomas G. Mc- 
Mahon, chairman, H. Paul Juergens, 
Charles G. Brown, Gus Weinfeld and 
R. Schell Hulbert; Membership, Dave E. 
Newman, chairman, E. S. Heller, Claud 
Wheeler, Paul H. Samuels, and Einar 
Bagge; Golf, George Engelhard, chair- 
man, William H. McGreevy, John M. 
Biggins, Peter T. White and Ed Cain; 
Finance, Leland C. Fay, chairman, Ray 
C. Wolf and James M. Clifton, and Good 
and Welfare, John T. Montgomery, chair- 
man, Frank Milhening, Albert L. EIl- 
bogen, and Robert Stenson. Approxi- 
mately 60 manufacturing and wholesaling 
firms are represented in the association. 
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Wholesalers to Hold 
Mid-West Market 
In Chicago, Jan. 3-7 


The third Mid-West Market Week of 
the National Wholesale Jewelers Asso- 
ciation will be held at the Hotel Sher- 
man, in Chicago, from Friday, Jan. 3 to 
Tuesday, Jan. 7. 

The length of the show has _ been 
shortened to five days, and the open 
period during which buyers may inform- 
ally view the exhibitors’ lines has been 
reduced from six to three hours a day, 
but the buying time will be just about the 
same as in previous years. Wholesalers 
may visit the exhibits between 9 a.m. and 
noon, and make arrangements, through 
the association, for evening appointments 
for the purpose of doing their buying. 

Another innovation will be to have the 
show open to all regularly established 
wholesalers. Last year’s rules provided 
that only wholesalers affiliated with the 
association might be present. All manu- 
facturers who are associate members of 
the association will be permitted to dis- 
play lines. 

The Rules Committee, announced by 
President Lloyd G. Pattee, is composed 
of the following: Silas B. Reagan, of the 
Baldwin-Miller Co., Indianapolis, chair- 
man; R. Dix Edwards, Edwards-Ludwig- 
Fuller Jewelry Co., Kansas City, vice- 
chairman; A. C. Wallenstein, The Wal- 
lenstein-Mayer Co., Cincinnati; Donald 
S. Gautherat, The E. H. Pudrith Co., 
Detroit; Charles G. Brown, Chicago; 
James H. Hetzel, Eisenstadt Mfg. Co., 
St. Louis; Charles A. Moore, Moore De- 
Grazier Co., Dallas; H. B. Hallett, J. L. 
Teeters & Co., Lincoln, Nebr.; and Ar- 
thur P. Care, E. W. Reynolds Co., Los 
Angeles, Cal. 


Prospects for Cutting Diamonds 
In British Isles Are Slim; 
Cutters Are Scarce In England 


Reports from Great Britain indicate 
that the plan of setting up diamond cut- 
ting establishments in the British Isles 
which was considered as a_ possibility, 
following the Nazi occupation of the Low 
Countries, is decidedly a remote prospect. 

Diamond cutting equipment in quantity 
to permit any very substantial increase 
over the previous amount of goods cut 
and polished in Great Britain is non- 
‘existent, and under present conditions, 
according to well informed sources, there 
is little or no likelihood of the manufac- 
ture of such equipment in the near fu- 
ture, since all available plants and equip- 
ment for manufacturing machinery are 
necessarily fully occupied with the pro- 
duction of war material. 

Finally, although ample supplies of 
rough are available, the number of dia- 
mond cutters who fled to England and 
who might be drawn into this industry 
there is very much smaller than was at 
first supposed. One English firm recently 
advertised extensively for 100 diamond 
cutters to go to work in its shop but re- 
ceived only 15 applications. 

Possibly some increase in the amount 
of diamond cutting may be made but 
from present indications it will not 
amount to enough to make any very 
great difference in the general market 
situation. 
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Why Lower-Karat Alloys Discolor 


by JOHN S. SHELL 


Director of research and development, Thomas J. Dee & Co. 


HE prevention and reduction of the discoloration 

which occurs on the surface of the lower karat gold 
alloys is one of the primary concerns of the manufactur- 
ing jeweler. It is well known that alloys with higher 
gold contents discolor less than the lower content prod- 
ucts, but it is not so well known that alloys of the same 
karat may not discolor at the same rate, even under the 
same conditions. 

The karat of a gold alloy is determined by the weight 
of the gold as compared with the total weight of the 
alloy, while the discoloration is probably dependent 
upon additional factors, such as the number of atoms 
of gold compared to the number of atoms of base metal, 
the internal structure of the alloy, including its crystal 
structure, and possibly the relative surface area of the 
discoloring metal as indicated by the size of the atoms. 

The gold-colored alloys which are used by jewelers 
are prepared by alloying gold with copper and silver 
with the addition of certain deoxidizers. The various 
shades from green to red are obtained by adjusting the 
proportion of silver and copper, while the different karat 
alloys are prepared by varying the weight content of 
gold. Even with the same karat alloy, it is well known 
that the red-colored alloys often tarnish more rapidly 
than the yellow- or green-colored alloys. This is not 
necessarily due to the slower tarnishing rate of silver, 
because silver may tarnish as rapidly as copper in cer- 
tain atmospheres. It may be explained by a considera- 


SILVER 
—— 4.07 Diam. —— 


THE JEWELERS’ CIRCULAR-KEYSTUNE 
for September, 1940 








Cc. 
































NS 
1 A 
1 Tt 
1 = 
* | 
rv» l 
>. gee ane 
| w& 
ae. me ee, 
' LY 4 
“ELAN 
_— ©) 


Fig. |—Gold, silver and copper—components of gold alloys— 

crystallize in this way. The gold and silver cubic units are 

about the same size. The copper cube is smaller. When an 

alloy of the three metals solidifies, the atoms fix themselves in 
any of the 14 available positions in the cube. 


tion of the internal structure of the alloys. The more 
rapid rate of tarnishing of an alloy containing a higher 
percentage of copper depends upon such considerations 
as the atomic weight and atomic size of the unit con- 
stituents of copper and silver. 

Metals are made up of small particles called atoms 


Fig. 2—Relative size of the atoms 
of gold, silver and copper. The 
gold and silver atoms have about 
the same diameters, but the cop- 
per atom is smaller. The gold atom 
weighs about twice as much as the 
silver atom and about three times 
as much as the copper atom. The 
space lattice constants, rather than 
the atomic or ionic radius, were 
purposely selected for these com- 
parisons. 
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and atoms of different metals have different weights. 
When a gold-copper-silver alloy is melted and the alloy 
is solidified, these atoms pack together and form a series 
of ervstals. The atoms of gold, silver and copper all 
tend to arrange themselves so that a number of perfect 
cubes will be found. In the solid state there will be an 
atom at each corner of the cube and an atom in the 
center of each face. This arrangement requires 14 atoms 
to produce one complete cube. (See Fig. 1.) 

Gold and silver atoms are practically identical in 
size, but the gold atoms weigh almost twice as much. 
This provides an explanation of the greater density or 
specific gravity of gold as compared with silver. Copper 
atoms are slightly smaller and weigh a little more than 
one-half as much as the silver atoms. Gold has an atomic 
weight of 197, silver 107 and copper 63.6. 

The relative size of the gold and silver atoms is ap- 
proximately 4.07 units, as opposed to 3.61 units for 
copper. (See Fig. 2.) The lower atomic weight of 
copper means that more atoms of copper must be added 
to produce a given weight of this metal and the smaller 
size of the copper atoms means that less of this metal 
will be exposed to discoloring actions for each atom in 
the alloy. 

In an alloy of the three metals—gold, silver and cop- 
per—the atoms may be packed together in the same 
cube and are more or less haphazardly distributed 
throughout the 14 positions at the corners and face cen- 
ters of the cube. A gold atom may be at one corner with 
a silver at another corner, a copper atom at a third 
corner and so on until all of the positions are filled. The 
alloy is built up during solidification by the formation of 
a great many of these crystal units arranged in geometric 
patterns to produce larger crystals called grains. The 
grains are usually haphazardly arranged and the num- 
ber per unit volume is dependent upon factors such as 
rate of solidification, alloying constituents, ete. 

It is really the presence of the gold atoms in the cube 
which protects the remaining metal atoms from corro- 
sion, and the greater the number of these gold atoms as 
compared to the number of atoms of silver and copper, 
the greater will be the corrosion resistance of the alloy. 
The smaller size of the copper atoms as compared with 
the silver atoms may make a slight reduction in the 
amount of corrosion, but the relative number of atoms 
is a more important factor in determining the resistance 
to corrosion. 

A simple arithmetical calculation will show that a 
10-karat alloy prepared by melting together only the 
two metals gold and silver, would contain an average of 
one atom of gold for 3.56 atoms total, while if the alloy 
were gold and copper, the ratio would be one atom of 
gold for 5.34 atoms total. Even if the weight percentage 
of gold is constant, there is a much higher ratio of gold 
atoms to the total atoms when the alloy is predominantly 
silver. The greater atomic weight of silver as compared 
with copper causes this difference in atomic percentage. 
An alloy containing only gold and silver might have an 
undesirable color and would be too soft for many uses, 
so that copper must be added to increase the hardness 





*Tamman, A Test Book of Metallography, The Chemical 


Catalog Co., Inc. 
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and provide a better color. As more copper is included 
in the alloy, even with a corresponding reduction in the 
weight of silver (to keep the karat constant) the ratio 
of the number of gold atoms to the total number of silver 
and copper atoms decreases. This increases the tendency 
toward discoloration. 

If all of the silver were substituted by copper, the 
alloy might have an undesirable copper color, but in 
addition it would have only 1 atom of gold to over 4 
atoms of base metal. In a 14-karat alloy the ratio of 
gold atoms to total atoms is 1 to 2.30 for the silver 
alloy and 1 to 3.21 for the copper alloy. When both 
silver and copper are used, the ratio will be between 
these two values depending upon the formula. 

According to Tamman*, the corrosion resistance of 
gold-silver-copper alloys changes rather abruptly, de- 
pending upon the ratio of gold to the total atoms. If this 
ratio is 1 to 2, the alloy will not discolor under any 
conditions. If the ratio is 1 to 4 or greater, only cer- 
tain strong acids will attack it, and if the ratio is 1 to 8 
or less, the metal discolors rapidly. 

With a ratio of at least 1 to 2 there must be one or 
more atoms of gold for each atom of added metal. In 
the cubic crystal unit, on the average, there will be a 
layer of gold atoms for every layer of added metal 
atoms, which provides adequate protection against any 
type of corrosion or discoloration except that caused by 
the reagents which attack gold. 

If the ratio is 1 to 4 there will be an average of one 
atom of gold to 3 atoms of added metal. A corner of 
the cube may be filled by a gold atom with the three 
remaining corners of the face filled by copper or silver 
atoms. Some strong acids will react with these atoms 
to produce discoloration and sulphides will cause the 
surface to darken. 

When the formula does not provide enough gold to 
make the ratio 1 to 8 there will be ample opportunity 
for strong acids to dissolve the copper or silver and 
eventually eat its way throughout the entire alloy, caus- 
ing extreme discoloration and possibly complete disin- 
tegration. 

The 14-karat alloys have a gold to total atom ratio 
between 1 to 2 and 1 to 4, while the 10-karat alloys 
have a ratio covering the range 1 to 3.5, to 1 to 5.3. The 
deeper red 10-karat alloys are below the 1 to 4 range 
and consequently have lost much of their resistance to 
discoloration. 


BLOCKADE EXEMPTS SWISS WATCHES 


American importers of watches from Switzerland 
last month were cheered by an announcement from the 
British Consulate-General in New York. At the con- 
sulate it was said that little difficulty is anticipated in 
the continued shipment of watches, watch movements 
and parts from Switzerland to the United States be- 
‘ause there was little likelihood that such goods would 
originate in Germany. . 

For shipment of goods from Switzerland to the United 
States, certificates of origin, or so-called “Navicerts,” 
must be obtained. In issuing these to Swiss exporters. 
consulates take extreme care to make certain that the 
goods did not originate in Germany. 
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OLISHING CLOCK PIVOTS—In polishing pivots 
of clocks, the prices for jobs are hardly enough to 
justify same method as for this work on watches. Is 
there any way to save time on it? (Question No. 5248.) 
W. M. Co. 
Answer—Instead of grinding with oilstone lap, then 
polishing as an additional operation, use your burnishing 
file, or a Swiss steel pivot burnisher for the entire job 
in one operation. Since the steel in most clock pivots is 
soft, this method is effective and quick, and indeed is 
better than abrasive polishing, as it tends to compress 
and harden the surface of the soft steel pivots. 


EADING PUNCHES—What is used for making 

the half-round beads that hold diamonds in place, 
in modern settings? I am thinking of trying to practice 
this work; what I learned was prong setting, but there 
is now so much of the other kind. (Question No. 5249.) 
D. D. 


Answer—The hemispherical beads are formed with 
hand punches—a steel punch with the bead-forming 
hollow in its tapered end, and a short wooden handle 
at the other end. After cutting the stone seat, the places 
where beads are desired are left standing by cutting out 
the metal around them; then a punch is applied and the 
lump of metal pressed into a bead and down against 
the stone. The beading punches are sold in sets of 
assorted sizes by all jewelers’ supply houses. 





HALK BLOCK—Is a block of chalk for rubbing 
watch-cleaning brushes on all right for keeping 
them clean? (Question No. 5250.) M. H. CO., INC. 


Answer—The chalk block is properly used for keep- 
ing brushes clean only between times when the brushes 
are washed with soap and-water. A piece of hard chalk 
may be used by giving a brush a few strokes on it each 
time just before using the brush on watch parts (plates, 
wheels, etc.) when cleaning watches by hand. This 
insures absolute cleanliness. But by the time a brush 
has become dark from continued use, it should be well 
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washed. The chalk cleans just the tips of the bristles. 
Do not make the mistake of buying for this the rather 
soft chalk meant for polishing gilded parts, under the 
out-of-date chalk-alecohol method. 


ATHE MOTOR—For driving my lathe I have been 
using a Dumore motor with a foot pedal control 
for speed. Motor is belted direct to lathe, and has been 
satisfactory, but lately I had a job on turning a large 
diameter piece held in bezel chuck and cannot get 
enough power out of motor to take a fairly deep cut on 
the work. Is there any way to do this without installing 
a heavier motor? I like this motor so well for all watch- 
work that I don’t like to make a change, but would like 
to be able to do larger work when it does turn up. 
(Question No. 5251.) S. T. 


Answer—It is, of course, true, with a rheostat speed- 
control, that the desirable increase of power with a re- 
duction of speed cannot be obtained. The thing you can 
do is to install a countershaft betwen the motor and the 
lathe; belting from the small pulley of the motor to a 
larger pulley on the countershaft will increase power 
at the latter; and a further increase may be secured 
by belting from another small pulley on the counter- 
shaft to a larger one on the lathe spindle. The usual 
form of pulleys on both lathes and countershafts, with 
a variety of diameters of belt grooves, can be used to 
afford a selection of both speeds and powers for the 
lathe. 


LCOHOL IMMERSION—How long should watch 
parts be allowed to hang in alcohol before being 
transferred to sawdust? How about danger of melting 
the shellac on pallets, or roller jewels? (Question No. 
5252.) T. & J. 

Answer—tThe object of immersion in alcohol is to 
hasten draining of the adhering rinse-water from the 
watch parts. This occurs due to water being heavier 
than alcohol. By having the glass alcohol cup standing 
in a light enough place to see through it, you can actu- 
ally see the water dropping away from the parts, and 
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as soon as this ceases, remove the parts from the alco- 
hol. Otherwise, an average time of about 10 seconds 
should suffice for clearing away the water. This time 
is not long enough to endanger the shellac fastening 
of roller jewels or pallet stones. Most watchmakers, 
however, clean balances and pallets separately from the 
heavier parts, and if alcohol is used at all on them even 
a shorter time of immersion is enough for them. 


PEED AT BENCH —In corresponding about a 

change of jobs, the party writes me that they ex- 
pect a watchmaker to turn out 10 watches a day. I am 
accustomed to doing about half that number. What do 
you think of this question? (Question No. 5253.) 
mM. 4. F. 


Answer—tThe question of what it is fair to expect 
of a watchmaker in output of work is not one that can 
be answered in a few words; there are too many ifs 
and buts about it. In different shops there is a great 
variety in the average kind or grade of watches to 
handle. One shop may have a large proportion of very 
high-grade watches, including complicated watches, to 
do. Another may have middle-grade watches predom- 
inating; still another may have rather cheap watches. 
Another type job has many railroad watches to handle. 
One employer may have a policy of requiring excellent 
work done; another of stressing quantity rather than 
quality—in our opinion this being a poor sort of job 
for a good workman to have. Some employers use good 
salesmanship on repair work and get good prices for 
it; others have a low price policy. All of these things 
have a bearing on the number of watches a workman 
should be expected to turn out. In general, we are in- 
clined to favor the idea of rating one’s output in dollars, 
rather than in the number of watches done per day. 
This usually can be more fairly related to the amount 
of wages to be paid. Perhaps the best advice we could 
give is to inquire about some of the other points sug- 
gested above, instead of judging or being judged on 
the basis of how many watches are to be a day’s work; 
or at least take these other factors into account along 
with the matter of the number of watches per day. 


UBBER SOLVENT—I want to experiment with 

using a cement made of rubber, for converting 
ordinary watch cases to waterproof cases, on a plan I am 
not yet ready to make public. What can be used for dis- 
solving rubber, that will evaporate after it is applied, 
leaving pure rubber where the cement was applied? 
(Question No. 5254,) M. R. 


Answer—Carbon bisulphide, into which crude rubber 
cut into small pieces has been dissolved, will make a 
cement that we believe would serve your purpose as you 
describe it. Other solvents may be used, not as expen- 
sive, such as benzol, or even gasoline. 


LEANING CHRONOMETER—I have been given 

a ship’s chronometer to clean. Is such a job about the 
same as cleaning a fine clock or watch? Is there any- 
thing special or different that I should do about it? 
(Question No. 5255.) S. S. 


Answer—There is one precaution very important to 
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observe, and many a fine chronometer has been damaged 
through not observing it. That is, to let down all the 
power before unfastening the balance cock. If this is not 
done, the detent that provides locking of escape wheel is 
apt to be thrown out of position, and the escape wheel 
will then run rapidly, its teeth colliding with the locking 
jewel which ruins all the teeth, and usually does further 
damage, too. Outside of this precaution, there is nothing 
that a really skilled watchmaker need hesitate about in 
undertaking to clean a chronometer. 


INGERMARKS—How can I remove a fingermark 

or greasy spot on the plate of a watch after itis 
cleaned, without smearing the clean part of plate? 
(Question No. 5256.) R. M. Co. ; 


Answer—Dip the end of a clean chamois buff (cham- 
ois or buckskin not charged with rouge) in benzine; ab- 
sorb surplus benzine on clean rag or paper; rub the 
grease spot or fingermark quickly with the buff, avoiding 
touching any other part of the plate. 


IGNE’S LENGTH—What is the length of one ligne 
of Swiss watch diameter measurement, in milli- 
meters? (Question No. 5257.) R. O. K. 


Answer—One ligne is equal to 2.256 millimeters. 


AINSPRING WINDER-—Is it absolutely neces- 

sary to use a mainspring winder on smallest 

springs which are easily wound into the barrel by hand? 
(Question No. 5258.) M.O. R. 


Answer—Yes; and if anything it is more necessary 
to use a winder on small mainsprings than on large ones. 
Winding springs in with the fingers distorts their shape; 
bends the coils into a “stacked” form, so that they exert 
some pressure against the top and bottom of the barrel, 
diverting this power from the running of the watch, and 
wasting it. This is more objectionable in extremely 
small watches than in large watches; although even for 
the latter, a mainspring winder should be used, to pre- 
serve the proper flat form of the mainspring. 


LEANING MACHINES—What is the best watch 
cleaning machine on the market? (Question No. 


5259.) P. R. 


Answer—Among various watch cleaning machines, 
as with other merchandise, there are differences of opin- 
ion among competent users as to which is best; if we 
should express an opinion favoring only one, this might 
be unjust to others. You should consider the claims, tes- 
timonials, etc., offered by different makers or dealers, 
and judge accordingly. Any reliable dealer will make 
good on whatever he promises or guarantees concerning 
what he offers for sale. 


ACQUER—Wouldn’t it be a good thing to lacquer 
the plates of a French clock, which are highly pol- 
ished, after cleaning them, to keep them from tar- 


nishing? (Question No. 5260.) O. P. C. 


Answer—No; on the other hand, it would be danger- 
ous, since most kinds of lacquer contain elements that 
have a chemical effect on oil, hastening its thickening. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 


words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 


first 25 words. Additional words 5c. a 
word. ’ 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 

Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 


YOUNG MAN wishes position with watch 


importer or jewelry house; excellent 
references; married; salary no object. 
Address “K., 3129,’ care Jewelers’ Cir- 
cular-Keystone. 





Ik YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 


Ave., Chicago, IIl. 





WATCHMAKER, good mechanic, estima- 
tor, salesman; available about Octo- 
ber 1. Address ‘“‘A., 3218,” care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER, typist, female, 10 years’ 
experience exclusively diamonds, stock 
reccrds; capable taking full charge; 
excellent references. Address "Riv 
3272,” care Jewelers’ Circular-Keystone. 





SALESMAN, established following, de- 
sires manufacturer’s ring line; cover- 
ing the Eastern and Middle West 
territory. Address “D., 3222,” care 
Jewelers’ Circular-Keystone. 





JUNIOR H. I. A. watchmaker, engraver, 
jeweler; a graduate of Bradley; young, 
neat appearance, desires position. Rob- 








ert Whelan, Box 2318, Brisbee, Ari- 
zona, 

YOUNG LADY, one years’ jewelry ex- 
perience, bookkeeping and steno; gen- 
eral office; conscientious. Miss Ethel 
Rosenberg, 1311 Morris Ave., Bronx, 
nN. x. 

CAPABLE MANAGER and first class 
diamond salesman, 12 years’ experi- 


ence, desires position; excellent refer- 
ences. Address “K., 3286,” care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER and typist, full charge, 
thoroughly experienced manufacturing 
jewelry; conscientious; reliable. Ad- 
dress “R., 3134,” care Jewelers’ Circu- 
lar-Keystone. 





JEWELER, eight years’ experience, gold, 
platinum; can do repairing; 38 years 
old; will go anywhere; references; 
reasonable salary. “G. G.,’’ care Jewelry 
Store, 59 W. 30th St., New York City. 





SNGRAVER, first class, general letter- 
ing, jewelry, silverware, trophies, ete. ; 
25 years’ experience in high class 
stores. Address “D., 3328;” care Jewel- 
ers’ Circular-Keystone. 





YOU’LL BE GLAD on the arrival of this 
man in your store; thoroughly familiar 
most successful installment selling; 
reference. Address “T., 3242,” care 
Jewelers’ Circular-Keystone. 





MID-WEST preferred by high calibre 
man seeking affiliation with reputable 
credit jewelers who demand ultimate 
in selling performance. Address “C., 
3248,” care Jewelers’ Circular-Keystone. 





EXPERT  jeweler-setter, manufacturer, 
originator; platinum, gold, special or- 
der, etc.; permanent position first class 
store; Tong experience; first class ref- 
erences. Address “C., 3363,” care Jewel- 
ers’ Circular-Keystone. 





ENGRAVER, first class general letterer 
on gold and silver; references. Address 
“E., 3149,” care Jewelers’ Circular- 
Keystone. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 25 years’ experience; 
best reference. Address “J., 3285,” care 
Jewelers’ Circular-Keystone. 





HOWARD BROWN, the. watchmaker, 
salesman, with the credit store person- 
ality. 187 N. 19th St., East. Orange, 








N. J. Or. 3-5870. 

WANTED POSITION: as watchmaker; 
certified; capable of taking” “charge. 
Address “O., 3346,’ care ° Jewelers’ 
Circular-Keystone. 

TRAVELING SALESMAN, large and 


small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 2154,” care 
Jewelers’ Circular-Keystone. 


YOUNG LADY has had six years’ ex- 
perience with importer; good selling 
ability; considered trustworthy; book- 
keeper and typist; nice appearance. 
Address “C., 3360,’ care Jewelers’ 
Circular-Keystone. 





THOROUGHLY 


experienced credit 
elry salesman, 


single, age 30; 
references; seeks permanent connec- 
tion; will travel; resident of New 
York. Address “B., 3274,” care Jewel- 
ers’ Circular-Keystone. 


jew- 
finest 





FINE WATCHMAKER, who is high class 
salesman, good engraver, neat, sober 
and pleasant disposition, wants job 
with good concern; will go anywhere. 
Address “P., 2983,’’ care Jewelers’ Cir- 
cular-Keystone. 





If YOU are desirous in obtaining ay 
engraver, qualified to meet every ye. 
quirement of an organization of high 
calibre, I am at your service; available 
by October. Address “O., 3307,” care 
Jewelers’ Circular-Keystone. 





——— 

CASH STORE only; productive sales. 

man seeks position in reputable estab. 

lishment still doing cash business only 

handling better class trade. Address 

“R., 3241,” care Jewelers’ Circular. 
Keystone. 





eS 
WATCHMAKER, jewelry re. 
pairer, skilled mechanic; experienced 
on complicated work, close _ timing; 
good salesman and manager; fine ref- 
erence. Address “Reliable, 3359,” 
care Jewelers’ Circular-Keystone., 


engraver, 





FINE WATCHMAKER, very good ,rail- 
road timing, baguette watches; com- 
pensating balance, small escapements 
and hairsprings; ring sizing; clock re- 
pairs. Earl Kirmse, 2227%% Washing- 
ton St., Dubuque, Iowa. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer, as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “‘C., 3120,” care 
Jewelers’ Circular-Keystone. 





MANAGER available; expert salesman; 
versatile window trimmer; well versed 
credits, collections; real find for fast 
growing chain; highest references. Ad- 
dress “D., 3251,’ care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, fast, efficient, school 
trained; excellent references; answers 
only if plenty of bench work and can 
pay $30.00, $35.00; go anywhere; age 
33. Address ‘‘A., 3204,” care Jewelers’ 
Circular-Keystone. 





DIAMOND SALESMAN for high grade 
credit store; expert on mounting sug- 
gestions and estimates; demonstrated 
ability maintaining high unit~ sales. 
Address “V., 3243,” care Jewelers’ Cir- 
cular-Keystone. 





CREDIT interviewer; better class store; 
exceptional .ability closing sales, keep- 
ing accounts pleasingly active; valu- 
able acquisition for large chain unit. 
Address “F., 3252,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, 28 years’ experience 
all grades watches; close’ timing, 
proper adjustment; clocks; light jewel- 
ry repairing; references; position New 
York or vicinity. Address “M., 3236, 
care Jewelers’ Circular-Keystone. 





SALESMAN, window trimmer; available 
for well established credit jewelry 
store; highest character, business ref- 
erence; natural producer who assures 
results. Address “E., 3249,” care Jewel- 
ers’ Circular-Keystone. 





ST. PETERSBURG, 
tention; gentleman, 
ence as manager. 


FLA., jewelers, at- 
33 years’ experi- 
watchmaker, sales- 
man, wishes position October 15 to 
May 1. Address “H., 3333,” care 
Jewelers’ Circular-Keystone. 
COMBINATION practical jeweler and 
salesman; modern methods and ideas: 
young, presentable; experienced with 
better jewelry stores; excellent refer- 
ences. R. Sinray, 1624 N. Beverly Glen, 
West Los Angeles, Calif. 





available soon to 
jewelers; not 
salesmanship : 
successfully. 
Jewelers’ 





HIGH 
reputable 
mediocre, but 
expert closing turnovers 
Address “H., 3253,” care 
Circular-Keystone. 


TYPE man; 
installment 
tops in 





FIRST CLASS all around jeweler; re- 
pairing, new work; stone setter; work- 
ing at present; best reference; 48 
years of age; if you do not have steady 
work, please do not answer; $25 per 
week. P. O. Box 1384, Tucson, Ariz. 








WATCHMAKER, 18 years’ experience 
with high-grade wholesalers, importers 
and retail stores; best of references; 
unusual ability; New York or vicinity. 
Address “G., 3317,” care Jewelers’ 
Circular-Keystone. 





JEWELER. experienced high class plati- 
num and gold special order’ work, 
wishes permanent connection with re- 
liable concern, New York City or else- 
where. Address “H., 3318,” care 
Jewelers’ Circular-Keystone. 
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SITUATIONS WANTED—Continued 





JEWELER, 16 years’ experience, expert 
repairman, special order work in all 
precious metals, seeks steady position 
with reliable firm; store. Address “M., 
3343,” care Jewelers’ Circular-Key- 
stone. 





CREDIT JEWELRY salesman, age 38, 
neat appearance, thoroughly experi- 
enced credits, collections; hard work- 
er; A-1 references; prefers growing 
chain. Address “C., 3326,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, salesman; diamond 
buying experience; 18 years’ experi- 
ence; front preferred; age 39; neat, 
courteous; Middle or Southwest pre- 
ferred. Address “E.A., 3153,” care 
Jewelers’ Circular-Keystone. 





EXPERT SWISS and R. R. watchmaker, 
25 years’ experience; capable assuming 
charge repair department: now ¢m- 
ployed; commission or salary. Address 
“B., 3206,” care Jewelers’ Circular- 
Keystone. 





RETAIL SALESMAN, age 27, 11 years’ 
experience ; knowledge selling diamonds 
and usual stock, credits, window trim- 
ming; also expert jeweler; wants 
steady position. Address “C., 3221,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER; light jewelry repair- 
ing, stone setting; 14 years with last 
retail store; age 35; employed at pres- 
ent time; furnish best reference. Ad- 
dress “G., 3228,” care Jewelers’ Circu- 
lar-Keystone. 





ABLE STORE manager; for city about 
50,000; credit minded; enviable quali- 
fications; excellent background; $60 
weekly; immediate results absolutely 
guaranteed. Address “G., 3230,” care 
Jewelers’ Circular-Keystone. 





ASSISTANT credit manager-bookkeeper, 
little selling, five years’ experience; age 
24, married ; anywhere within 200 miles 
New York; reference furnished. Ad- 
dress “C., 3275,” care Jewelers’ Cir- 
cular-Keystone. 





CREDIT and collection manager, store 
manager, 12 years’ experience, desires 
position anywhere; lawyer, amiable and 
tactful: age 35; excellent references. 
a Stone, 1674 Broadway, New York 
sity. 





CREDIT JEWELRY and clothing sales- 
man, age 38, now employed, desires 
change; 15 years’ installment experi- 
ence, credits, collections, etc.; highest 
references. Address “N., 3345,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 30 years’ experience in 
R. R. and Swiss repair, jewelry repair, 
wants permanent position, Chicago or 
vicinity ; employed; best references. R. 
O. Edwards, 644 Lenox Ave., Wauke- 
gan, Il. 





CERTIFIED watchmaker, Bowman 
trained, 17 years’ experience front 
bench ; capable of repairing complicated 
watches; ring sizing; age 33; married. 
Address “B., 3295,’ care Jewelers’ 
Circular-Keystone. 





WATCHMAKER desires position with 
first class retail firm; age 31; Bow- 
man Technical School training; refer- 
ences as to character and ability. Ad- 
dress “F., 3225,” care Jewelers’ Circu- 
lar-Keystone. 





ALERT young man, 10 years’ experi- 
ence with watches and jewelry, includ- 
ing buying, desires position with re- 
tailer or wholesaler; excellent refer- 
ences. Address “K., 3304,” care Jewel- 
ers’ Circular-Keystone. 








STORE MANAGER; high grade install- 
ment: tactfully aggressive; capable, 
reliable; executive initiative; prefer 
connection progressive enterprise Mid- 
West: available soon. Address “K., 
$255,”" care Jewelers’ Circular-Keystone. 





PLATINUM jeweler and diamond setter, 
nearly 20 years of experience, from de- 
signing to finishing; also fine engraver 
and carver; desires steady position in 
Florida. Address ‘“X-B., 3226,” care 
Jewelers’ Circular-Keystone. 





COMBINATION jeweler, diamond setter 
and engraver, some clock and watch 
repairing; can furnish any type of 
reference required; retail store only. 
Address “G., 3283,” care Jewelers’ 
Circular-Keystone. 





EXPERT WATCHMAKER, experienced 
and fast on all complicated work and 
chronometers; single; age 32; trained 
in Switzerland; A-1 set of tools. Ad- 
dress “M., 3288,’ care Jewelers’ Cir- 
cular-Keystone. 





BOOKKEEPER, typist, - full charge; 
young lady; 15 years’ experience 
jewelry, precious stones; selling abil- 
ity; excellent references; New York 
City or suburbs. Address “R., 3261,” 
care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, 12 years’ experi- 
ence selling and promotion with better 
stores; University educated; Christian ; 
age 38; genuine asset for high type, 
progressive jeweler. Address “W., 
3264,” care Jewelers’ Circular-Keystone. 





CREDIT STORE, manager, buyer, sales- 
man, 15 years’ experience, capable cf 
taking complete charge credits, collec- 
tions, trimming effective windows, crea- 
tive account opener. Address “F., 
3227,” care Jewelers’ Circular-Keystone. 





JEWELER, designer, 11 years’ experi- 
ence in conducting establishment, fin- 
est platinum jewelry, desires connec- 
tion; American citizen; single: New 
York or Washington preferable. Ad- 
dress “D., 3361,’ care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, single, 36, many years’ re- 
tail cash. credit experience; can do 
light watch repairing; good worker; 
excellent references: neat appearance; 
will start $35; distance no objection. 
San Krefetz, 2147 E. 19th St., Brook- 
Ree, N.. 3. 





FIRST CLASS engraver, experienced on 
trophies, lettering and monograming, 
seeks permanent position; also do ring 
sizing and light repair; married; good 
character; best of references. Address 
“W., 3267,” care Jewelers’ Circular- 
Keystone. 





YOUNG MAN, eight years’ experience in 
the retail jewelry business (German 
refugee, three years in America, 
speaks English fluently) is looking for 
a chance in retail store; outside New 
York preferred. Address “D., 3320,” 
care Jewelers’ Circular-Keystone. 





WHOLESALE watch salesman; young: 
experienced selling leading nationally 
advertised lines; following in Southern, 
Mid-Western and New York State terri- 
tories; best of references supplied. Ad- 
dress “H., 3216,” care Jewelers’ Circu- 
lar-Keystone. 





RETAIL SALESMAN, 15 years’ leading 
jewelry store; experienced in diamonds, 
jewelry, all store operations, desires 
to make change in Metropolitan Dis- 
trict; excellent references. Address 
“S., 3262," care Jewelers’ Circular- 
Keystone. 





MANAGER or salesman, experienced 
every detail credit business; take com- 
plete charge, or start as salesman or 
credit man with opportunity for ad- 
vancement; excellent references. Ad- 
dress “A., 3325," care Jewelers’ Cir- 
cular-Keystone. 








ESTIMATOR-SALESMAN, age 21, 
married; 5 years’ experience selling 
jewelry, watch and jewelry repairs; 
capable of taking complete charge; 
department store experience. Address 
“H., 3211,” care Jewelers’ Circular- 
Keystone. 


WATCHMAKER, 12 years’ manager de- 
partment, reputable stores; thoroughly 
capable and reliable; excellent refer- 
ences; Bradley training; salary or 
commission; South or Midwest. Ad- 
dress “D.. 3279,” care Jewelers’ Cir- 
cular-Keystone. 





NEW YORK A-1 platinumsmith. excel- 
lent references, desires to work for a 
jewelry firm in Chicago or vicinity; 
can create original designs, expert in 
new work, alterations and repairs in 
platinum and gold. Address “P., 3347,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, seven years’ jewelry ex- 
perience, thoroughly familiar with office 
procedure; handling of repairs and or- 
ders, stock taking, billing, also assistant 
bookkeeper and stenographer. Address 
“C., 3327,” care Jewelers’ Circular- 
Keystone. 





A-1 WATCHMAKER, age 35, accus- 
tomed to doing high class work on all 
makes of watches, banking, escape- 
ment, hairsprings; light jewelry repair- 
ing; European training; 20 years at 
bench; qualified to assume charge of 
jewelry store. Address “E., 3315,” care 
Jewelers’ Circular-Keystone. 





MARRIED young man, bank and jewelry 
line experience, alert, intelligent, trust- 
worthy, hard worker. familiar all kinds 
stockwork, bookkeeping, clerical details, 
desires connection with reputable con- 
cern, where there is an opportunity to 
progress. Address “A., 3319,” care 
Jewelers’ Circular-Keystone. 





MANAGER, qualified through years of 
experience to operate your holdings in 
a retail credit jewelry organization, 
developing it into a lucrative invest- 
ment; figures tell the story; your cor- 
respondence will be welcomed. Address 
“R., 3308,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, A-1 mechanic, 10 years’ 
experience in high class stores, desires 
change this fall; do light jewelry re- 
pairing and help wait on trade; mar- 
ried; neat dresser; good character: 
salary in line with proved ability. Ad- 
dress “H., 3300,” care Jewelers’ Cir- 
cular-Keystone. 





ALERT, jewelry salesman, 26, indus- 
trious worker, 12% years’ experience, 
thorough knowledge every phase retail 
business, including stock-control, de- 
sires position within New York City. 
Address “J., 3096,” care Jewelers’ Cir- 
cular-Keystgne. 





ENGRAVER specializing in high class 
work; monograms, inscriptions, herald- 
ry, etc.; competent to assist in retail 
store operations; permanent position ; 
married; sober; excellent references; 
reliable. Address “G.. 3152,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, highly trained and ex- 
perienced, fast and accurate, capable of 
taking charge of department; Ameri- 
can; pleasing personality; tnquestion- 
able references, wishes permanent posi- 
tion; West or Northwest preferred. 
Address “V., 3138,” care Jewelers’ Cir- 
cular-Keystone. 





EXPERIENCED salesman, age 34, nice 
appearance, past 17 years New York 
City and Eastern territory with one of 
largest manufacturers, wishes connec- 
tion with reputable house either whole- 
sale or manufacturer; highest refer- 
ences. Address “D., 3348,” care Jewel- 
ers’ Circular-Keystone. 








OFFICE AND FACTORY man, associ- 
ated with leading jewelry manufactur- 
ers for 25 years as accountant, cost 
accountant, office manager and fore- 
man, desires position with reliable con- 
cern; references. Address “C., 3349,” 
care Jewelers’ Circular-Keystone. 





(Continued on page 152) 
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SITUATIONS. WANTED—Continued 








FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad watches ; 
25 years’ experience; foreign and 
American; recommendations furnished. 
Address “S., 2987,” care Jewelers’ 
Circular-Keystone. 





EXECUTIVE salesman; thoroughly ex- 
perienced successful installment opera- 
tion; comprehensive knowledge _ dia- 
monds, watches, general jewelry lines; 
qualified trimming windows; mainte- 
nance merchandise _ stocks. Address 
“A., 3247,” care Jewelers’ Circular-Key- 
stone. 





CREDIT STORE manager desires con- 
nection with progressive concern; A-1 
salesman; thoroughly trained in sales 
promotion, advertising, credits and 
collections; background of 10 years’ 
experience and record of achievement; 
now managing small chain; age 35. 
Address ‘“O., 3289," care Jewelers’ 
Circular-Keystone. 





MANAGER or assistant; 15 years’ ex- 
perience every detail credit business, 
desires position with reliable organiza- 
tion, assuring opportunity of advance- 
ment; present position, manager jew- 
elry department in large installment 


firm; excellent references. Address 
“E., 3296,’ care Jewelers’ Circular- 
Keystone. 





TOP FLIGHT man; assume complete 
charge jewelry section prominent de- 
partment store; qualified buying, sell- 
ing, window trimming; ambitious, 
jewelry conscious every way; highly 
recommended honesty, ability; crack 
sales closer; cash or installment. Ad- 
dress “G., 3254,” care Jewelers’ Circu- 
lar-Keystone. 





SALES or managerial position wanted 
with reliable retail installment jewelry 
firm, by gentleman, age 37, possessing 
over 20 years’ diversified jewelry ex- 
perience; thoroughly familiar with 
every phase and operation of a retail 
credit jewelry store, and capable of as- 
suming complete’ responsibility. Ad- 
dress “G., 3357,” care Jewelers’ Cir- 
cular-Keystone. 





PRACTICAL MAN for managerial job, 
early thirties; highly regarded; shrewd 
buyer, crack salesman; prolific creat- 
ing, promoting accounts; effective ad- 
vertising, inside displays, window 
trims; capable organizing, maintaining 
proficient personnel; $75 a week to 


start : location immaterial. Address 
B., 3250,” care Jewelers’ Circular- 
Keystone. 





CERTIFIED watchmaker desires to make 
a change; wants permanent position; 
prefers Southern States; age 27, mar- 
ried ; 10 years’ experience railroad and 
other high-grade watches; capable of 
taking charge repair department; stone 
setting, ring and jewelry repairing, 
plain engraving; salary $40; refer- 
ences. Address “E., 3280,” care Jewel- 
ers’ Circular-Keystone. 





HIGH GRADE salesman, executive 
and buyer, desires position with 
progressive concern; thorough 
knowledge of all jewelry lines, 
credits, personnel; expert window 
trimmer and show card writer; ex- 
cellent references. Address “E., 
3352,” care Jewelers’ Circular-Key- 
stone. 


WATCHMAKER, also clock and light 
jewelry repairman, capable of taking 
charge of repair department; experi- 
enced on all makes and_= sizes of 
watches; complete set of tools; good 
workman; desires position in Florida 
or nearby; will work reasonable for 
steady employment, salary or commis- 
sion, or both; age 35; married; good 
character and good references. A. W. 
Hartt, Gibsonton, Fla. 





WATCHMAKER, high grade, four years’ 


technical training, thoroughly experi- 
enced; last 13 years employed by high 
class firm as head watchmaker in 
charge of department; recently own 
business; fast and accurate; Christian ; 
college graduate; high type and char- 
acter; neat appearance; excellent ref- 
erences; desires position with good 
firm. Address ‘“W., 3139,” care Jewel- 
ers’ Circular-Keystone. 





DIAMOND and watch salesman of the 


highest type, now employed, wishes 
to make change between now and 
January Ist; will furnish unques- 
tionable references as to character 
and business ability; will arrange 
personal interview with any store 
interested in securing my services. 
Address “*X.Y.Z., 3233,” care Jewel- 
ers’ Circular-Keystone. 








Lines Wanted. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





SALESMAN, for Pacific Coast, open for 


line of ladies’ and gents’ stone set rings, 
for direct sale to the better class of 
retail jewelers. Address “F., 3330,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, Chicago headquarters, trav- 


eling large cities Middlewest, South 
Coast, desires line to jobbers and lead- 
ing retailers; mountings, stone rings, 
etc. Address “Circular 1278,” Room 
1415, Heyworth Bldg., Chicago. 





SALESMAN, 


Pacific Coast, open for 
quality line of diamond ring mount- 
ings, wedding rings, engagement rings, 
in platinum, yellow gold, for sale direct 
to established clientele of better retail 
jewelers. Address “E., 3329,’ care 
Jewelers’ Circular-Keystone. 


Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN WANTED for territories out 
of New York City, to carry manufac- 
turer’s line of platinum ring mountings 
and watch cases; 10 per cent com- 
mission. Address “W., 3314,” care 
Jewelers’ Circular-Keystone. 





MANUFACTURER of fine gold chains, 
bracelets, lockets, crosses, etc., wishes 
salesman for Chicago and Middlewest 
who calls on better retail stores; com- 
mission basis. Address “J., 3335,” care 
Jewelers’ Circular-Keystone. 





MANUFACTURER wants a_e salesman 
with a following in New York and the 
East, to carry a side line of platinum 
watch cases, attachments and _ rings. 
Address “E., 3224,’ care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN, coast and New York City, 


with good following, calling on jobbers ° 


and better retail jewelers, to carry 
outstanding line of fine platinum ring 
mountings. Address “F., 3298,” care 
Jewelers’ Circular-Keystone. 





SALESMEN to sell popular priced ‘side 
line chains, rosaries, etc., in Southern, 
Central, Western states; must have 


jewelry, department store following; 
weekly commissions; state territory, 
details. Address “G., 3299,” care 


Jewelers’ Circular-Keystone. 





MANUFACTURER of large line of gold 
filled jewelry has opening for salesman 
experienced in seling gold filled jewelry 
direct to the retail trade; commission 
basis; give full details in first letter. 
Address “C., 3294,” care Jewelers’ 
Circular-Keystone. 





SALESMEN wanted with established re- 
tail trade to represent manufacturer of 
belt buckle sets, cigarette cases, gold 


filled lockets, children’s jewelry and 
novelties; commission basis. Address 
“C,, 3271,” care Jewelers’ Circular- 


Keystone. 





SALESMAN WANTED with non-conflict- 
ing side line; extensive line of clocks: 
must have an established following; 
strictly commission basis; no drawing 
account; territory, New England, Mid- 
dlewest and Pacific Coast. Address 
“K., 3336,” care Jewelers’ Circular- 
Keystone. 








SALESMAN with established following 


among jewelry, novelty and _ haber- 
dashery jobbers, through New Eng- 
land, Eastern and Southern States, open 
for additional line; has New York 
office. Address ‘“A., 3362,’ care Jewel- 
ers’ Circular-Keystone. 





WESTERN SALESMAN, 


having gold 
ring line, desires side line of gold and 
platinum mountings and diamond 
goods, on commission basis; best of 
references from present concern, as 
well as financial stability. Address ‘M., 
3258,” care Jewelers’ Circular-Key- 
stone. 





WANTED, platinum watch case line 


for Chicago and Middlewest; hav- 
ing over 100 active accounts; com- 
mission basis. Address “Circular 
1279,” Room 1415 Heyworth Bldg., 
Chicago, III. 








WELL KNOWN manufacturer’s repre- 


sentative covering Middlewest, with 
Chicago office, is open for line on 
commission basis. Address “Circu- 
lar 1280,” Room 1415 Heyworth 
Bldg., Chicago, IIl. 


Help Manted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED a thoroughly experienced sales- 
man, in a small retail credit jewelry 
store. Weinberg’s, 108 So. Saginaw St., 
Flint, Mich. 





ASSISTANT watchmaker, clock repairer 
and plain engraver; give age, refer- 
ences and salary expected. Ruth’s, Box 
573, Montgomery, Ala. 








JOBBING JEWELER and setter, with 
trade shop experience; steady position ; 
Middle West. Address ‘‘T., 3246,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, must have complete credit 
store experience, as to selling window 
trimming, promotions, etc.; excellent 
opportunity for real producer. Stew- 
art’s, 442 Main St., Stamford, Conn. 





WANTED first class engraver; artistic 
ability with knowledge of carving and 
general jewelry shopwork essential, as 
well as lettering. Arthur A. Everts 
Co., Dallas, Texas. 
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WATCHMAKER and salesman for our 
repair department, one capable of giv- 
ing estimates on repair work; steady 
position. Address  “B., 3270, care 
Jewelers’ Circular-Keystone. 





WANTED, a good setter who is able to 
do some jewelry work; factory experi- 
ence; $1 per hour; give information 
in detail. Address “M., 3305,” care 
Jewelers’ Circular-Keystone. 





WANTED MANAGER; small retail 
jewelry store New York City; stock 
control system; buying and selling ex- 
perience. Address “F., 3356,” care 
Jewelers’ Circular-Keystone. 





WANTED, all around jeweler, for repair 
and special order house, who can also 
do stone setting; state age, national- 
ity, reference and salary expected. 
Chas. F. Damm, Inc., Buffalo, N. Y. 





GOOD all around jeweler, setter, one who 
can do repairing; steady position; 
state salary expected and references; 
N. E. Ohio. Address “J., 3303,” care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, high grade and efficient, 
for bench work in daylight, air-condi- 
tioned shop of fine store in Rochester, 
N. Y.; give references, full particulars 
and salary expected. Address “A., 
3269,”" care Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, light soldering, 
plain engraving; good opportunity with 
growing organization; salary $35 week- 
ly plus bonus; give full particulars, own 
handwriting, first letter. Panes Jew- 
elry, Poughkeepsie, N. Y. 





WANTED, by manufacturer, a salesman 
to carry “American Made” barometers 
from coast to coast, as a side line on 
commission basis; state full details in 
first letter. Address “J., 3215,” care 
Jewelers’ Circular-Keystone. 





WANTED, a dependable, careful, con- 
scientious combination watchmaker, ca- 
pable of taking charge of a good small 
store; must be a first class mechanic. 
Address “B., 3323,” care Jewelers’ 
Circular-Keystone. 





COMBINATION engraver and_ second 
watchmaker; steady employment for 
good workman; send sample of engrav- 
ing, recommendations and state salary 
expected and age, first letter. W. T. 
Hixson Co., 118 Mills St., El Paso, 
Texas. 





EXPERT WATCHMAKER for fine Con- 
necticut store; permanent _ position; 
state age, references and salary ex- 
pected. Address ‘“S., 3310,” care 
Jewelers’ Circular-Keystone. 





FOREMAN WANTED, one with original 
ideas to produce an item to be manu- 
factured in solid gold; capital and 
plant available; state full particulars. 
Address “O., 3238,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, an experienced man to take 
charge of a ring factory; give out 
work, ship goods and sort diamonds; 
state experience, references and salary. 
Address “L., 3259,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELER WANTED with thorough ex- 
perience on mountings, cast and hand 
made; 85 cents per hour to start; good 
opportunity for an A-1 mechanic. Ad- 
dress “N., 3306,” care Jewelers’ Circu- 
lar-Keystone. 





SALES representatives wanted starting 
January 1 for nationally known line of 
leather watch straps and metal brace- 
lets; commission basis; car essential; 
Midwest, Pacific Coast, New England. 
Address “C., 3196,” care Jewelers’ Cir- 
cular-Keystone. 








ENGRAVER wanted; permanent posi- 
tion in high class store, in Middle- 
west; finest work required. Address 
“T., 3263,” care Jewelers’ Circular- 
Keystone. 





ALL AROUND jeweler and diamond set- 
ter; steady position and ideal working 
conditions ; Connecticut retail jeweler; 
state full particulars and salary ex- 
pected. Address “L., 3309,” care Jewel- 
ers’ Circular-Keystone. 





WANTED, first class watchmaker, en- 
graver, light jewelry repairer and sales- 
man; will not consider unless highly 
recommended as to ability, reliability 
and soberness; state age, salary; front 
bench in a high class jewelry store. 
H. E. Hart, Johnson City, Tenn. 





WATCHMAKER with experience; posi- 
tion permanent; salary to start $35 
week; located in best mining town in 
the West: give age; send snapshot 
photo. Address “>, o064,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, capable repairing all 


makes American and Swiss watches, 
close timing, for West Texas; state 
full particulars in first letter. Address 
“H., 3284,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKERS wanted, with trade- 
shop experience, on all ,kinds of Amer- 
ican and Swiss watches and accurate 
timing; steady employment; state full 
particulars and salary expected. Ad- 
dress “G., 3332,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, watchmaker and light jewelry 
repairer; assist in selling; position in 
Westchester County, New York; state 
age, experience, nationality, salary «nd 
references; strictly confidential. Ad- 
dress “Y., 3268,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY store manager; experienced 
man wanted, capable of taking com- 
plete charge of credit. store; perma- 
nent position; give complete business 
history and enclose photograph. Rose 
Jewelry Company, 17700 Grand River 
Avenue, Detroit, Michigan. 





WANTED, jeweler capable of setting dia- 
monds and able to do all kinds of 
jewelry repairing and plain engraving; 
state experience, age, salary expected 
and give reference; steady year around 
man required. Parker R. Hammond, 
Glens Falls, N. Y 





WATCHMAKER of mature years for 
Illinois town; one who can do some 
clock work preferred; bench position; 
good working conditions; permanent; 
state age, ability, references and wages, 
first letter. Address “Circular 1277,” 
Room 1415, Heyworth Bldg., Chicago. 





EXPERIENCED credit, sales or display 
man, wanted for installment chain 
firm; prefer Southerner; must have 
two or more years’ experience in ag- 
gressive store; immediate opening; 
state past earnings, record and refer- 
ence. Apply P. O. Box No. 3, Birming- 
ham, Ala. 


WATCHMAKER who can wait on 
trade; age 30 to 45 preferred; 
position permanent; salary $40 to 
$45 to start; located in West. Ad- 
dress “A. B. C., 3355,” care Jewel- 


ers’ Circular-Keystone. 








WANTED, combination watchmaker and 
engraver; permanent position with es- 
tablished store, in town of about 10,- 
000; straight salary; state references 
and expected wages, age and experi- 
ence. Crescent Jewelry Co., Helena, 
Ark. 








WANTED, manager for large jewelry 
store located in deep South; must be 
able to take full charge of everything 
except buying; give experience and 
complete history of life in first letter; 
American only; our employees know 
about this ad. Address “‘C., 3277,” care 
Jewelers’ Circular-Keystone. 


SALESMEN with other non-conflicting 


line, selling to retail trade, to carry 
well established, reputable high-grade 
line of gold rings and gold and gold 
filled chains; strictly commission ; state 
experience, references, lines now Car- 
ried and territory. Address “D., 3350,” 
care Jewelers’ Circular-Keystone. 





SALESMEN WANTED; we have open- 


ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 





DIAMOND SETTER, one who can do 


some jewelry repairs or new work; 
must be a good, first class man for 
trade shop; steady work the year 
around; good salary, no lay off during 
dull season; excellent working condi- 
tions; apply at once. S. W. Hora, 514 
Exchange Bldg., Memphis, Tenn. 





MODERN WATCHMAKING; learn 


watchmaking the better way; save 
time, money; complete jewelry, dia- 
mond setting, engraving courses. 
Write, Kansas City School of Watch- 
making, 113 East 31, Kansas City, 
Mo. 





WANTED to employ; combination man; 


watchwork, jewelry repairing, diamond 
setting, engraving; watchwork is sec- 
ondary; congenial surroundings; reply 
advising age and salary expected; 
large city in North Carolina. Address 
“B., 3219,” care Jewelers’ Circular- 
Keystone. 





SALESMAN WANTED; experienced in 


selling gold filled jewelry direct to 
retail trade essential; exceptional 
opening now available with manu- 
facturer of outstanding line, _ Ad- 
dress “A., 3293,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN desired for exclusive rep- 


resentation of well known line of 
rings, to cover Pennsylvania, Vir- 
ginia and tributary states; in reply- 
ing, state past experience; all confi- 
dential. Address “A., 3364,” care 
Jewelers’ Circular-Keystone. 





EXPERIENCED credit and_ collection 


manager to take over complete credit 
department of large credit jewelry store 
in the South; one with Southern ex- 
perience preferred; good salary, good 
opportunity for advancement to right 
man who is not afraid of work. Ad- 
dress “B., 3208,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMEN; aggressive men wanted, 


following with jewelers, department 
stores, specialty and gift shops; resi- 
dent men making territory by auto: 
for quality line costume jewelry, imita- 
tion pearls, rosaries, lockets, children’s 
line, etc.: good commissions: monthly 
settlement; by prominent manufac- 
turer: state territorv. Address “A., 
3060.” care Jewelers’ Circular-Keystone. 





SAIESMEN WANTED; large manu- 


facturer has opening for experi- 
enced men to carry ladies’ gold 
mounting line for credit stores, re- 
tailers; South, East, Middlewest; ex- 
cellent opportunity; no objection to 
side lines; commission basis. Ad- 
dress “N., 3237,” care Jewelers’ 
Circular-Keystone. 





WANTED, on permanent basis, jeweler 


capable of doing special order work 
and stone setting; also wanted jeweler 
capable of doing general repair work 
but no special orders; stone setting 
ability preferred but not essential; give 
full particulars and references; state 
whether married or single, and salary 
expected in first letter. Friedman’s 
Jewelers, 101 W. Broughton St., Sa- 
vannah, Ga. 








(Continued on page 154) 
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HELP WANTED—Continued 


WATCHMAKER and _ estimator; fme 
Southern California jewelry’ store; 
must be A-1 meChanic on all types of 
watches and clocks; good character, 
affable, courteous, pleasing personality ; 
capable waiting on repair customers in 
efficient manner; must be American, 
not use liquor, or be socialistically in- 
clined; permanent position for right 
man; no floaters or tourists; state sal- 
ary. Address “V., 3266,’ care Jewelers’ 
Circular-Keystone. 











IF YOU are a good watchmaker seeking 
steady employment, get in touch with 
us; we operate watch repair depart- 
ments in leading department = stores, 
coast to coast; we employ over 100 
watchmakers and have steady demand 
for more; working conditions are good ; 
our men stay with us; in applying 
state age, experience, salary expected 
and whether you are willing to work 
in any city. People’s Watch Repair 
Co., 310 St. Clair St., Toledo, Ohio. 


“WATCH SALESMEN, experienced to 
represent well known popular priced 
Swiss watch line including diamond 
watches and diamond rings; several 
territories open, such as the entire 
South. Middlewest, including Ohio 
and Michigan, the Pacific Coast; no 
objection to non-conflicting side 
lines; all replies confidential. Ad- 
dress “Y., 3338,’ care Jewelers’ Cir- 
cular-Keystone. 








"LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, II. 








For Sale. 


Stores, Stocks and Businesses 


“Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





JEWELRY STORE, best downtown New 
York City location; sacrifice entire 
stock on account other interests ; estab- 
lished 26 years. Address “G., 3358,” 
care Jewelers’ Circular-Keystone. 





“OPPORTUNITY for watchmaker to buy 


growing business; best location down- 
town Brooklyn, N. Y.: $1,200 stock: 
fixtures, $350; $1,200 buys all. Ad- 
dress “F., 3282,” care Jewelers’ Circu- 
lar-Keystone. 





. JEWELRY STORE; an exclusive, Ameri- 


can trade, wealthiest section in New 
York City; established 1920; low over- 
head: sacrificing to a good all around 
mechanic: retiring, failing eyesight. 
Address “C., 3176,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY STORE, fastest growing citv 
in Florida; 16 years established; quick 
sale; reasonable price for cash; excel- 
lent location; all the repairing you 
want; retiring from business. Address 
“P.. 3260,” care Jewelers’ Circular- 
Keystone. 





WATCH, CLOCK, jewelry repairing; es- 
tablished over nine years by a high 
class watchmaker; built an outstand- 
ing reputation; exclusive, first class 
patronage: over 30 miles from New 
York, in Westchester County; excellent 
opportunity for a first class, all around 
mechanic; for particulars address “K., 
3235,” care Jewelers’ Circular-Keystone. 





EXCELLENT OPPORTUNITY for jewel- 
er, watchmaker or optometrist to buy 
store established 35 years, Washington 
Heights, New York City, employing 
good watchmaker steady: optical busi- 
ness and watch repairs alone are over 
$11,000: built up splendid reputation ; 
owner died; will sell fixtures alone, or 
complete with — stock. Address “‘I., 
3334,” care Jewelers’ Circular-Keystone. 





ONLY JEWELRY store in North Cen- 
tral Wisconsin city of 3000 popula- 
tion; business established 40 years; 
reason for selling, old age, want to 
retire; modern front, fixtures and 
stock; all the repair work one man 
ean do; will reduce stock so that 
from $2,000 to $3,000 will pur- 
chase; part cash, balance secured 
notes; rent $25.00 per month, five 
year lease; this store has never 
failed to show a reasonable profit 
annually since it was established; 
has never been offered for sale or 
advertised before. Address ‘“A., 
3209,” care Jewelers’ Circular-Key- 
stone. 








For Sale. 


Tools, Equipments. Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





5000 LAVALIERE boxes, gold paper cov- 
ered, velvet pads; 1500 ring boxes, 
ivory color; 100 ring trays with covers. 
ee 141 Hester St., New York 
‘ity. 





FOR SALE, $10,000.00 worth of unre- 
deemed diamonds and 400 unredeemed 
men’s wrist watches; for particulars 
address Post Office Box 182, Hunting- 
ton, West Virginia. 





SHOP EQUIPMENT. benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros.. 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 





MICONCAVE crystals 150 for 93c.; 100 
unedged fancy shape, 89c.: gold filled 
bracelet crowns, 59c. doz.; Swiss stems, 
any make, 29c. doz.; staffs, jewels, 
mainsprings, tools, straps, etc.: estab- 
lished 1919: send for 21st anniversary 
bargain bulletin. Beck Bros., Noll 
Bldg., Ft. Wayne, Ind. 





MAHOGANY FIXTURES; two six ft. 
and eight ft. show cases, same size wall 
cases, A-1 condition: will sacrifice: 
Mosler safe, a real jewelers’ safe, cost 
$480.00 will sacrifice for $125.00; un- 
breakable watch cabinet, all fancy 
shapes and all numbers filled; no 
agent. Address “G., 3205,” care Jewel- 
ers’ Circular-Keystone. 





“WITH OUR price cards you will sell the 
goods”; thousands of jewelers through- 
out the country endorse our price card 
system; pleasing, modern designs, at- 
tract attention, create greater sales; 
write for samples now. Dauer Printing 
Company. America’s foremost jewelers’ 
price card manufacturer, 31 E, 22nd St., 
New York City. A friendly welcome 
awaits you when visiting New York. 





Business G@pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its adver- 
tising columns clean. Advertisers under 
Business Opportunities, etc., must furnish 
trade references. Announcements must 
pass the strict censorship requirements of 
The Jewelers’ Circular-Keystone. 



















































WANTED location or established store, 
Miami or other Florida location. Adqd- 
dress “H., 3231,” care Jewelers’ Circu- 
lar-Keystone. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





WM. M. JOHNSTON, nationally known 
jewelry auctioneer; I guarantee to sell 
your entire stock at a profit; all in- 
quiries confidential, and no obligation. 
253 Orchard St., Sharon, Pa. 





DIAMOND SETTER, first class on plati- 
num or gold jewelry, desires small 
space or active partnership in a trade 
shop. Address “J., 3232,’ care Jewel- 
ers’ Circular-Keystone. 





CLOSING OUT, stock reduction, removal 
sales conducted; I get better prices for 
your stock; write today for _ refer- 
ences from satisfied jewelers. Clifford 
Newby, 18963 Indiana, Detroit, Mich. 





HIGHEST PRICES paid for watches, 
movement cases, diamonds, antique 
jewelry, silver; check by return mail: 
references; established 1919. Harry 
Elkins, 5 South Wabash Ave., Chicago. 





SALESMAN, with good country-wide 
sales record, wanted as a partner, by 
New York manufacturer of gold brace- 
lets, rings and fine rhinestone jewelry ; 
advertiser has all equipment and tech- 
nical knowledge. Address “V., 3313,” 
care Jewelers’ Circular-Keystone. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
New York. Telephone Bowling Green 
9-7151. 





SPECIAL NOTICE of importance; are 
you going out of business? We have 
buyers for cash, either part or your 
entire stock: communicate at once; all 
matters confidential. Brooklyn  Pur- 
chasing Syndicate, Frank Walker, 
Prop., 610 Broadway, Brooklyn, N. Y. 
Same address 42 years. Bank refer- 
ences. Evergreen 8-1798. 





SAM S. SAMEL; 25 years’ experience, 
will guarantee you a successful jewel- 
ry auction sale, without loss to you; 
can comply with North Carolina State 
resident auction laws; jewelry and 
bank references furnished upon re- 
quest; write or wire today for con- 
sultation; inquiries strictly confidential. 
Suite 711, Independence Bldg., Char- 
lotte, N. C. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 





GET THE CASH AND MORE, too, 
from us; we have bought some of 
the largest stocks in the country; 
none too large nor too small for us 
to handle; all correspondence kept 
in strictest confidence; ship your 
dead or surplus stocks to us, express 
collect, receive check by return 
mail; no obligation to accept offer, 
if unsatisfactory, but since others 
have been satisfied, you will too; 
bank and trade references upon re- 
quest; wire today to have our 
representative call if you have a 
complete stock to close out, other- 
wise ship your surplus goods and 
receive cash. Gordon Bros., 18 
Province St., Boston, Mass. 
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Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








TANTED TO BUY a Kerr heavy duty 
bap tee machine. Address “P., 3239, 
care Jewelers’ Circular-Keystone. 





—— 


$1 PER Troy 0z. for 1-10 gold filled 


scrap, spectacle bands, ete.; equally 
high prices for other grades of plated 
scrap; remittance by return mail. B. 


Lowe, Box 525, Chicago. 








WANTED, New Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address “L., 
3337," care Jewelers’ Circular-Keystone. 








HIGHEST PRICES for diamonds of 1/100 
to 3/100 of a carat, can be rejections ; 
saw blades, standard makes. S. Pol- 
lack, 141 Hester St., New York City. 





WATCH REPAIRING for the _ trade; 
guaranteed workmanship on all makes ; 
prompt service; no cleaning machine; 
excellent reference. Ernest N. Vegi- 
lante, 3453 Broadway, New York City. 





CASH for watches, movements, cases, 
jewelry, broken or new, gold-filled 
scrap: no lot too small or large; 
check by return mail. B. Lowe, P. O. 
Box 525, Chicago, Ill. 








Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SEND ME your surplus watch repairing ; 
prompt service; over 40 years’ actual 
experience at the bench. W. H. Hines, 
Nationality Swiss, West Salem, Ohio. 


TRADE WATCH repairing; prices rea- 
sonable; work guaranteed ; prompt ser- 
vice. G. Edward Fleisher, P. O. Box 
944, Lancaster, Pa. 


CATER to the class of trade that is 
interested in fine workmanship at mod- 
est cost; 23 years’ of experience and 
excellent references; prompt mail ser- 
vic. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 


SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and MHorological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 


GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, IIl. 








_ 

















Special Order Mork and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DIAMOND SETTING; skilled, efficient 
workmanship and prompt service; 
prices upon request. D. Geller, 51 
Chrystie St., New York City. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 
Ga. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








OFFICE to sub-let in two room furnished 
suite; messages taken. Call Bryant 
9-2478, or inquire Room 1006, 562 Fifth 
Ave., New York City. 





VERY DESIRABLE office space; suit- 
able diamond dealer or colored stone 
dealer; Northern and Eastern expos- 
ure; reasonable rent. D. Levin, 22 W. 
48th St., New York City. 





FOR RENT, modern store room southern 
Indiana, fixtures and safe; good loca- 
tion, jewelry, music, sporting goods; 
$15 monthly. “Owner,” 12795 Birwood 
Ave., Detroit, Mich. 





SMALL equipped jewelry shop or bench 
room, uptown New York, for jeweler, 
watchmaker, etc.; excellent light ; small 
rent; best references required. Ad- 
dress “F., 3316,’ care Jewelers’ Cir- 
cular-Keystone. 





SPLENDID OPPORTUNITY; an estab- 
lished watch repairing business, with 
bench, front window, jeweler’s office: 
trade opportunity ; wholesale downtown 
district, Manhattan. Address “G. A. 
V., 3365," care Jewelers’ Circular- 
Keystone. 








Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








DESIGNER-CRAFTSMAN, desires to 
rent bench space in jewelry shop, pre- 
fers fine gold and platinum shop in 
New York City; references available. 
Address “W., 3245,” care Jewelers’ Cir- 
cular-Keystone. 





OPTOMETRIST, 20 years’ experience, de- 
sires lease space for optical depart- 
ment in credit jewelry store; Missouri, 
Iowa, Arkansas, Nebraska, Kentucky, 
Illinois. Address “A., 3322,” care 
Jewelers’ Circular-Keystone. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade: all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Lous, Mo. 





WATCHMAKERS; increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 


School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 
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Manufacturers’ News| 





UNIQUE THEME FOR COMMUNITY PLATE ADS 





Special window display fixture to help jewelers tie 
in with Oneida Community's national campaign. 


Four of the best-known dress design- 
ers in the world—Schiaparelli, Lelong, 
Balenciaga and Molyneaux, all of Paris— 
have designed dinner dresses in honor 
of four Community Plate silverware 
patterns. These Community patterns, 
matched with the gowns they inspired, 
are being featured in Community Plate’s 
new advertising campaign for the fall. 

Not only did these style leaders inter- 
pret the Community patterns in their 
choice of fabric, silhouette and color, 
but they actually copied the design itself 
in the embroidery used as trimming for 
the dresses. Schiaparelli interpreted 
“Forever” by Community; Lelong, “Lady 
Hamilton”; Balenciaga, “Coronation.” 
And Captain Molyneux, who creates 
clothes for such famous fashion leaders 
as Gertrude Lawrence, Lynn Fontaine 
and the Duchess of Windsor, turned to 
the new “Milady” pattern for his style 
ideas. 

The original dresses, designed in Paris 
while that city was still free of invasion, 
were landed in America barely two 
weeks before the fall of this world fash- 
ion center. Vogue magazine, realizing 
that these four Community dresses may 
be the last original Paris gowns to come 
out of France for a long time, and recog- 
nizing their fashion importance, is show- 
ing them in their editorial pages in 
Sept. 1 and Sept. 15 issues of that 
magazine. Colorful paintings of the 
dresses by Willaumez, one of the best- 
known fashion artists. feature the 
dresses in the fall advertising campaign. 

“We feel that this tie-up with famous 
dress designers is particularly for- 
tunate,” said E. B. Bedford, advertising 
manager of Oneida, Ltd. “We all know 
that women are particularly conscious 
of style—style in clothes, style in furni- 





ture, style in anything. It is pattern 
—in other words, style—that makes them 
buy silverware. This campaign puts a 
dramatic spotlight on different Com- 
munity patterns, catches the attention 
of women, exposes them to the beauty of 
the patterns, gives those patterns style 
authority in terms that women under- 
stand. If an advertising campaign can do 
that—then we feel it has certainly done 
a job.” 

Dramatic window’ displays, _ built 
around these Paris gowns and the Com- 
munity patterns that inspired them, have 
been prepared. Reproductions of the 
dresses, each bearing a tag showing the 
pattern that inspired it, have been made 
by Kallman, Morris, Inc., a wholesale 
dress manufacturer of New York. Coun- 
ter displays, counter cards, leaflets, sug- 
gested radio and newspaper advertising, 
and other merchandise helps have been 
prepared to help dealers tie in with 
the advertising campaign. 

This campaign is one of the largest 
ever run by Community Plate. Full- 
color pages will be used. the first to 
appear in the Saturday Evening Post 
of Sept. 7. All through the fall, Com- 
munity advertising will appear in The 
Saturday Evening Post, Ladies’ Home. 
Journal, Good Housekeeping, Cosmo- 
politan, Better Homes & Gardens, 
Mademoiselle, Picture Play, House § 
Garden, Bride’s Magazine and Vogue. 





Arrow Employes Enjoy Frolic 

Arrow Mfg. Co., of Hoboken, N. J., 
held its annual boat ride and outing to 
Bear Mountain July 27. Over 350 em- 
ployees and friends enjoyed a cool sail 
up the Hudson, games at the Interstate 
Park at Bear Mountain, and a dinner 
and amateur show in the evening. 
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Bulova Plans Unique 
Christmas Folder 


As a service to its retailers, Bulova 
Watch Co. is now preparing a unique 
Christmas merchandise folder which not 
only shows some 13 Bulova watches, but 
over 200 items of general jewelry mer- 
chandise as well. The folder will be 
printed in five colors, including gold, 
on fine quality coated stock. It is de- 
signed to be used as a self-mailer or 
will fit into a standard No. 10 envelope. 
Kither way it can be mailed for one 
cent each and jewelers will be able to 
have their own copy imprinted in two 
places—front and back. 

The folder, which contains twelve 
pages is divided into classifications. 
Diamonds are shown on the first page 
following the cover, and a general line 
of men’s gift items, jewelry, and West- 
field watches on the second. 

The next page shows ladies’ jewelry, 
stone-set rings, more Westfield watches, 
and a general line of ladies’ gift items 
in’ jewelry. The following page catalogs 
nationally advertised household articles 
sold in jewelry stores, and the last inside 
page shows a complete line of silverware. 
Bulova watches are illustrated on the 
inside front and back covers. For jewel- 
ers who use large and elaborate cata- 
logs, this folder should make an excel- 
lent follow-up piece, after the mailing 
of their regular catalog. 

Bulova sales will be further stimulated 
by a series of full-page and double- 
spread advertisements in four colors in 
several of the leading popular maga- 
zines. Special ads are also scheduled 
for medical and nursing journals, and 
the whole campaign will be supported 
by special folders, mailing pieces, dis- 
plays and other material to be supplied 
to retailers. 

Tied up with the magazine campaign 
will also be Bulova’s well-known radio 
time signals which this year are on a 
larger scale than ever. 


Radio Newscast Will Advertise 
Knapp-Monarch Shavers 


Knapp-Monarch Co.’s new NBC radiv 
program, produced to tell America that 
a five-dollar bill buys the “Speedster,” 
the newest Knapp  Natural-Angle 
Shaver, will be heard for the first time 
Sunday noon, Sept. 29, over the NBC 
Blue Network, and is scheduled weekly 
thereafter at 11.45 a. m. E.S.T., an- 
nounces Robert S. Knapp, advertising 
manager of Knapp-Monarch Co. The 
program, entitled “Ahead of the Head- 
lines,” will be produced in cooperation 
with Newsweek magazine and will fea- 
ture members of Newsweek’s board of 
editors, reviewing and analyzing signifi- 
cant news of the week and forecasting 
the news to come. 

To retailers,“Knapp-Monarch is offer- 
ing a special deal which includes a dis- 
play fixture consisting of a counter mer- 
chandiser with a _ mirror, electrical 
connection for a demonstration shaver, 
and a sterilizing well, 8% inches wide 
by 10% inches deep. 
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New Hadley Men's Jewelry 
Catalog Stirs Interest of Trade 


Many favorable comments are being 
heard throughout the trade this month 
as jewelers receive their copies of the 
new catalog of Hadley men’s jewelry. 

For many years The Hadley Co. has 
published a complete catalog showing 
their entire line of watch attachments, 





The new Hadley catalog 


and the same plan is now being extended 
to the new Hadley line of men’s jewelry. 
The new catalog shows an actual photo- 
graph of every individual item and 
every combination set. ; 

The color scheme is blue and white, 
tying in with the color combination used 
in packaging the merchandise itself. A 
wide page has been used, so that individ- 
ual items could be photographed in the 
sample-line trays in which they are shown 
to the jeweler. Each item in every photo- 
graph is numbered, and fully described 
on the same page where it is shown, for 
ready reference. 

Explaining that in combination gift 
sets lie the jeweler’s largest profit op- 
portunity in men’s jewelry, the Hadley 
catalog also pictures every set that they 
are offering, over a hundred in all. 

Small panels on each page give per- 
tinent selling information on the various 
items, the kind of information, Hadley 
explains, which will help the jeweler and 
his salesmen to answer customers’ ques- 
tions. 

Any jeweler who has not received a 
copy may obtain one without charge by 
writing The Hadley Co., Providence, 
R. I. 


Elgin Announces Big Ad Campaign 
For Fall and Christmas Selling 


The Elgin National Watch Co., this 
month, completed arrangements for its 
fall and Christmas advertising campaign 
in anticipation of what the company 
expects to be a record year for the sale 
of American-made watches. 

Built around familiar personages of 
history and literature, the campaign will 
run in full-color, full-page advertise- 
ments in Life, Esquire, Time, Good 
Housekeeping, Saturday Evening Post. 
Colliers’, Ladies’ Home Journal, Liberty, 
Look and American Weekly. Reprints 
of the ads will be available for display 
in jewelers’ windows to enable them to 
tie-in with and cash in upon the force 
of the wide-spread national campaign. 
Newspaper mats, scripts for radio use, 
movie trailers and numerous other dealer 
helps are likewise being offered. 

A new and unique publicity medium 
is also included in the program. This is 
the new three-dimensional polaroid color 
slides showing the new Elgin line, which 
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were first displayed at the joint con- 
vention of the ANRJA and the NACJ 
in New York where they aroused much 
favorable interest and comment. The 
reality with which the watches stand 
out in three-dimensional quality pictured 
by this remarkable photographic tech- 
nique is truly astounding and leaves an 
impression that is not soon forgotten. 
These pictures will be shown in various 
parts of the country in connection with 
the advertising campaign. 


Kiddie-Kraft Jewelry 
Winning Popularity 


Marathon Co., of Attleboro, makers 
of Kiddie Kraft children’s jewelry, re- 
port a growing year-round business. 
They have been increasingly active with 
sales promotions extending into the con- 
sumer field, one important activity being 
the use of space in rotogravure Sunday 
newspapers. Resulting increases in the 
number of Kiddie Kraft departments 
established by retailers, tell of the suc- 
cess of these activities as applied to 
“name” jewelry in this specialized field. 

The 1940 Kiddie Kraft line, designed 
and built by specialists in children’s 
jewelry, is one of refreshing newness, 
distinctly childish in appeal, yet con- 
forming to the modern style trend. 


NEW KEEPSAKE RING DISPLAY 





New three-piece illuminated window display 
for A. H. Pond Co.'s Keepsake diamond rings. 
A light at the top of the center piece plays 
upon the figures below and illuminates letter- 
ing from behind. This striking ensemble dis- 
play is one of the regular sales helps for 
Unit No. 3 for Fall 1940 of the Keepsake 
merchandising plan which includes national 
advertising, a newspaper mat series, radio 
transcriptions, counter cards and displays. 


New Remington-Rand Shaver 
To Be Backed by Big Campaign 


A new Remington Triple Header—to 
retail at $17.50—has been announced to 
the trade by R. H. Alexander, sales 
manager of the General Shaver Division 
of Remington Rand Inc., Bridgeport, 
Conn., in a 16-page, four-color broad- 
side mailed on Aug. 15. National adver- 
tising in the last four months of the 
year will start with a full page in two 
colors in the Saturday Evening Post is- 
sue of Sept. 14, and be followed with 
large ads in color in the Post, Colliers’, 
Life and other publications. Newspaper 
advertising will continue on a cooper- 
ative basis with dealers all over the 
country, and a million lines of news- 
paper copy is the goal of the ambitious 
program that is outlined in the broad- 
side. 
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Longines Hears from 
Watches in Antarctic 





Capt. J. Glenn Dyer, U. S. cadastral engineer 
and chief navigator for the Byrd Antarctic 
Expedition. 


J. P. V. Heinmuller, president of 
Longines-Wittnauer Watch Co., Inc., 
has received a letter from Capt J. Gienn, 
Dyer, U. S. cadastral engineer, written 
from Palmerland, U. S. Antarctica, 
dated March 11, 1940, reporting on the 
performance of Longines timepieces with 
the Byrd Expedition. Captain Dyer, 
who is chief navigator for the expedi- 
tion, wrote that he has kept a daily 
record of the rate of the various watches 
since the expedition left Boston and has 
noticed an increase in the variation of 
the rate in the high latitudes of the 
south polar regions. The expedition has 
16 Longines navigational timepieces in- 
cluding special timing watches. It is 
expected to return to the U. S. A. in 
June or July 1941. 





New Tudor Plate Advertising 
In 15 National Magazines 


Starting with the October issues of 
national magazines, Tudor Plate, a prod- 
uct of Oneida, Ltd., will be advertised 
in a more extensive list of publications 
than ever before. Mademoiselle maga- 
zine will be used as the spearhead of 
the campaign, supported by 14 popular 
movie and romance publications. 

Glamorous “Tudor” girls, painted in 
full color by Earl Cordrey, famous 
American artist, will be used to attract 
attention to the advertisements. Because 
of its proved popular appeal, the 61- 
piece “Mademoiselle” Drawer Chest of 
Tudor Plate that retails at $29.75 will 
be illustrated throughout the campaign. 

New window displays, counter cards, 
consumer folders, newspaper mats and 
other promotion and merchandising ma- 
terial tieing up with the national adver- 
tising have been prepared for dealers. 

The new Tudor advertising will also 
tell about the wear-proofed guarantee 
on Tudor Plate, and that Tudor is made 
by Oneida Community _ silversmiths. 
Tudor Plate, like Community Plate, is 
marketed under rigidly enforced Fair 
Trade laws, giving dealers confidence in 
its price structure. 

The baby and child items in Tudor 
Plate have been repackaged for fall in 
brilliantly colored boxes decorated with 
brightly colored birds. The new display 
for children’s silverware picks up the 
bird idea. 




































































Telechron Sales Force Meets 
To Discuss Fall Plans 
District field representatives of the 


Warren Telechron Co., Ashland, Mass., 
manufacturers of self-starting electric 


clocks, met with company executives at . 


the factory during the week of July 29 
to discuss plans for merchandising the 





Telechron ''Saleswinner' display 


new fall line of Telechron electric clocks. 
The new additions to the line were en- 
thusiastically received, as were the sales 
and advertising plans outlined during 
the week. In addition to large space 
in a substantial list of leading consumer 
magazines, the company is featuring a 
special dealer help in the form of a 
“saleswinner” display featured herewith. 
Constructed of bright metal and blonde 
wood, the fixture provides an attention- 
compelling display of a varied assort- 
ment of the new Telechron models. It 
is supplied free of charge to any jeweler 
placing an order for 12 or more clocks 
prior to Oct. 31. 


Hamilton Watch Declares 
Third Quarter Dividend 


Hamilton Watch Co. of Lancaster, 
Pa.. announces its third quarter dividend 
of $1.50 per share on preferred stock 
payable Sept. 3 to shareholders of rec- 
ord Aug. 16, and 25 cents on common 
stock payable Sept. 16 to shareholders 
of record Aug. 30. The company’s esti- 
mated net income for the six months 
ended June 30 was slightly more than 
double the same period of last year. 
Earnings were at the rate of $6.13 per 
share of preferred stock against $2.74 
for the first half of last year. After 
payment of preferred dividends, a bal- 
ance of 27 cents per share was available 
for common stock. 


New Bracelet in Kestenman Line 


Kestenman Bros. Mfg. Co., Providence, 
R. L., has just announced a new narrow 
extension watch bracelet named the All- 
Rist Cadet. This style, designed for 
men, supplements the company’s well 
known line of wide models and makes 
available a complete range of Kesten- 
man watch bracelets. In addition to 
unusual thinness, the All-Rist Cadet fea- 
tures ruggedness and exceptional flexi- 
bility. 


New Timer Catalogue 


“Timers,” an attractive six-page cata- 
logue featuring Gallet, Galco, Security 
and Guinard timers and chronographs, 
is now being mailed to the trade by 
Jules Racine & Co., 20 W. 47th St., New 
York. 











Scheaffer Declares Extra Dividend 


Directors of the W. A. Scheaffer Pen 
Co., on Aug. 5 declared a regular quar- 
terly dividend of 50c. per share of com- 
mon stock and an extra dividend of 25c. 
to be paid Aug. 26 to all stock of record 
at the close of business, Aug. 15. This 
brings the dividend declarations so far 
this year to a total of $3 per share. 

C. R. Scheaffer, president of the com- 
pany, commented that the extra dividend 
of 25c. in addition to the regular quar- 
terly dividend of 50c. is justified by 
both current business conditions, and the 
outlook for the future. Sales are con- 
tinuing to show a satisfying increase 
over the same period of last year, he 
said. 


PLASTIC PACKAGES FOR CUPS 


The familiar silver child's cup now comes 
dressed up in modern rigid transparent plas- 
tic in the Rogers Kiddie Cup display-package 
being marketed by International Silver Co. 
Each cup is in its individual container, the 
opaque parts of which are printed in gay 
pastels with nursery characters. Six of these 
packages are combined in an attractive dis- 





sparkling, 


Monsanto Vuepak, 
transparent, enhances the lustre of the silver- 


play unit. 


plate cups. The packages are made for 
International Silver by Sherwood Packages, 
Inc., Hartford, Conn. Vuepak is made by 
plastics division, Monsanto Chemical Co. 





Price Reductions Expected 
To Boost Kirsten Sales 


Sale of Kirsten pipes is bound to 
shoot upward, the manufacturers pre- 
dict, as a result of reductions in retail 
price amounting to almost 50 per cent, 
made in mid-August, and being publi- 
cized in a number of national magazines 
this fall. 

Reasons for the reduction of price are 
explained in a broadside which was de- 
livered by Western Union representa- 
tives in mid-August to all stores in the 
country where Kirstens are carried. In- 
cluded with the broadside was a_ plan 
for adjustment to the dealer to reim- 
burse him for the difference on the new 
price schedule and what he paid _ ori- 
ginally. 

C. K. Wiggins, Seattle, executive vice- 
president of the Kirsten Company, says. 
“Jewelers now have an unusual oppor- 
tunity to make sales to customers who 
have wished to own a genuine Kirsten, 
but felt it was beyond their means.” 
The reduction, he explains, is not a 
“bargain sale” in any sense, but a per- 
manent price adjustment; also he ex- 
plains that there is no sacrifice of qual- 
ity, only the highest-grade materials 
being used, the same as before the new 
price schedule was made. 
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Heavy Advertising Campaign 
Announced for Ingersoll 


At regional meetings held in four sec-: 
tions of the country Ingersoll-Waterbury 
Co. announced to its sales force plans 
for a large scale advertising and mer- 
chandising campaign. Advertising starts 
early in October with sizable advertise- 
ments in American Weekly and Sunday 
rotogravure sections from coast to coast. 
The list includes 44 large Sunday news- 
papers with a combined circulation of 
more than 15,000,000. 

Advertisements and display material 
are built around the phrase, “Don’t 
Gamble—Buy Ingersoll! Your $ Never 
Bought a Better Watch.” Each advertise- 
ment illustrates one or two models from 
the Ingersoll line which are cited as ex- 
amples of the value to be found in any 
watch bearing the Ingersoll name on the 
dial. Main illustrations are done in car- 
toon style with conversation in balloons 
calling attention to Ingersoll value 
“that’s tested by the electric eye.” 

The new Ingersoll sweep second 
pocket and wrist watches will be fea- 
tured in a special series of advertise- 
ments. 


Christmas Treasure Book Ready 


Hart Publications, 1161 Merchandise 
Mart, Chicago, who, for many years have 
prepared and supplied special Christmas 
catalogs for jewelers’ use, announce that 
the 1940 edition of this helpful merchan- 
dising aid is now available. By the use of 
these books the jeweler gets the benefit 
of the offerings made possible by large 
scale standardized production and yet re- 
tains complete flexibility of selection of 
merchandise to be featured in his Christ- 
mas selling effort. This is accomplished 
by the fact that the Hart firm has pre- 
pared a wide variety of pages covering 
more than 60 nationally known lines of 
jewelers’ merchandise, from which the 
individual retailer may select for his in- 
dividual catalog those in which he is in- 
terested, omitting others which he does 
not carry or may not care to feature, his 
book being then printed from the selec- 
tions which he has made. 

The publication is printed in three 
colors, lavishly and handsomely illus- 
trated throughout, and provides for insti- 
tutional pages as well as sections on spe- 
cific lines of merchandise. The name and 
address of the individual store appears 
on the front cover just as with an indi- 
vidually prepared catalog. 

Samples of the book and of the avail- 
able pages together with quotations on 
various quantities may be had without 
charge or obligation by writing to Hart 
Publications, 1161 Merchandise Mart, 
Chicago. 





The new Elgin catalog is a thumb-indexed 
multi-colored book displaying every type of 
watch produced by Elgin, standard or new. 
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FORECAST 


GREATER buying power of the American public, 
already expanding under the stimulus of defense prep- 
arations and an accelerated business tempo, is expected 
to produce a national gain in sales in the department 
store field during the last three months of 1940 amount- 
ing to at least 7 per cent over the same period of 1939, 
according to a consensus of opinion of merchants in 
every section of the country revealed in a survey just 
completed by the National Retail Dry Goods Associa- 
tion. 

The chances are that this estimate, if it errs at all, 
does so on the conservative side, for during the first 
six months of 1940 the general level of retail sales in 
all lines was 7.5 per cent above the same months in 
1939, and the improvement in business has been grow- 
ing more, rather than less, pronounced in recent weeks. 

Moreover, since jewelry sales jumped 12 per cent 
during the first half of the year, while retail sales, as 
a whole, were showing a 7 per cent increase, it is rea- 
sonable to assume that the jewelry industry can look 
forward with confidence to a gain of at least 10 or 12 
per cent over its fall business of a year ago. That 
weuld mean that from 12 to 15 million more dollars 
will be spent across jewelers’ counters in the fall and 
Christmas season than in 1939. Even the 7 per cent 
increase which is predicted by the dry goods field, if 
applied to jewelry stores, works out to something like 
$8,500,000 more business during the final three months. 

A policy of optimism, tempered with reasonable 
prudence, would seem to be the spirit in which to plan 
for the coming season. 


DANGER—FREEZING! 


JEWELERS—and especially credit jewelers—may 
soon be faced with a problem of major importance. In 
an effort to prevent undue hardship upon men who may 
be called to the colors under the proposed selective 
service plan, a bill has been introduced in the House 
of Representatives (H.R. 10338) which in essence 
amounts to a moratorium for as long as the man is in 
the service on any obligations that he may have con- 
tracted previously. 

Unquestionably some sort of protection must be given 
the man who has bought merchandise in good faith, 
fully expecting to be able to pay for it, but suddenly 
finds himself a buck private at $21 a month. 

Yet that doesn’t lessen the woes of the merchant 
who just as suddenly finds a large percentage of his 
outstanding accounts frozen for a year or more. What 
is he going to use for money in the meanwhile? 

The prospect calls for more than usual caution in 
the granting of credit during the next few months. 
With men of ages between 21 and 31, not only their 
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present jobs and incomes should be considered but also 
the likelihood of their being called to active service. 
If such a man is unmarried, has no dependents, and his 
work is not of a kind that the government considers 
essential, he’s pretty likely to be in the army before 
long. If the jeweler is wise, he'll find out the status 
of the customer on those points, and be guided accord- 
ingly in granting credit. 


WORTH TRYING 


THE PLAN worked out by the retailers of Tampa, 
Florida, described elsewhere in this issue, looks like a 
decidedly effective way of dealing with the competition 
of the industrial catalog houses. 

Not many employers are likely to be willing to pay 
$100, plus a tax on all sales, just for the fun of making 
those catalogs available to their employees. And shut- 
ting off the distribution of the catalogs and literature 
is the surest way of plugging up this substantial leak- 
age of business from legitimate retail channels. 

The plan has the decided advantage, too, that it makes 
a strong appeal to city authorities who naturally wel- 
come the opportunity to stop an important leak in their 
own system of local taxes. Consequently, it should be 
a distinctly easier way to achieving the desired end, 
as well as accomplishing a more complete result. 

We urge that retailers in other cities who are strug- 
gling with this problem of the “discount” catalog study 
the details of the Tampa plan, and apply the same 
idea in their own communities. 

And a hearty salute to the merchants of Tampa. 
who, instead of merely complaining about the situation, 
have done something about it. 


PIPE-DREAM 


WE’D BE SOMEWHAT more impressed with the 
reliability of the “confidential news services’’ emanating 
from Washington, if every once in a while they didn’t 
come out with something so utterly ridiculous that it 
casts a doubt over all the rest. 

For example, an issue of a couple of weeks ago of 
one of those “inside dope’ news services says that many 
new industrial products will be hastened by the defense 
drive, such as “synthetic diamonds for industrial uses.”’ 

No doubt along with this we'll see a decided stimulus 
to the alchemist’s process ot transmuting lead into gold, 
and perhaps perpetual motion machines will soon enjoy 
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Joint Trade Show 
Breaks All Records 


It worked! 

Last week, 35-year-old ANRJA and 14-year-old NACJ held simultaneous conven- 
tions, for the first time, in the same hotel, and together sponsored a merchandise 
exhibition. 

The results—more than justifying the most optimistic hopes of the committee which 
less than a year ago worked out arrangements to hold the conventions and joint show 
in New York in 1940, and in Chicago in 1941—included (1) the largest and most rep- 
resentative gathering of retail jewelers, (2) the biggest number of exhibitors, and (3) the 


greatest buying volume, in jewelers’ convention n history. 
Registration, Monday, Aug. 26, 
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through Friday, Aug. 30, in the Sil- 
ver Corridor of the Waldorf-Astoria 
totaled approximately 10,000—up 
66 per cent from either of the shows 
which were held separately by the 
two associations last year. Half of 
this number represented retail jewel- 
ry stores, distributed through no less 
than 43 states and three provinces of 
Canada, in addition to a scattering of 
jewelers from Bermuda, the Canal 
Zone, Colombia, Hawaii, Mexico, 
Puerto Rico, Panama, the Philippine 


Islands and Great Britain. 

Consensus of exhibitors’ sentiment may 
be summed up in this statement from one 
of them: “More business the first day 
than during the whole show in which we 
participated last year!’ There were 205 
exhibits, with merchandise of every type 
carried by jewelers—except diamonds— 
valued at between $3,500,000 and $4,- 
000,000. 

Wise-crackers said Mr. Rain was a 
great salesman. It was a fact that cold, 
wet weather discouraged convention- 
goers from taking much time out to ex- 
plore New York. But more than the 
weather was responsible for the huge vol- 
ume of orders that was written during 
the show; cheering to everybody in the 
Waldorf was the prospect of the best 
jewelry Christmas since 1929, with total 











WHERE THE THOUSANDS REGISTERED—Crowded as a subway at 5 o'clock was the Silver 
Corridor, in New York's Waldorf-Astoria, where ANRJA officials handled the registration of 
exhibitors and jewelers and guests attending both the ANRJA and NACJ conventions. Next 
year, in Chicago, this job will fall to NACJ, as will arrangements for the 1941 joint trade show. 


1940 sales likely to surpass $350,000.000, 
compared to $307,000,000 for 1939, which 
was not a bad year for the industry. 


Von Unruh, Roessler Elected Presidents 

The two retail associations, which met 
all week in separate sessions, though 
members of both groups were welcome to 
attend all meetings, elected the following 
officers: 

ANRJA—Henry W. Von Unruh, Cin- 
cinnati, president, succeeding Myron 
Everts, Dallas, Tex.; regional vice-presi- 
dents, Charles Michaels, Hartford, Conn., 
for the northeast, succeeding William G. 
Thurber, Providence; Alvin Magnon, 
Tampa, for the southeast, reelected; 
C. I. Josephson, Moline, Illinois, for the 





central region, succeeding Mr. Von Un- 
tuh, Tinley L. Combs, Omaha, for the 
northwest, reelected; Robert J. Slagle. 
Houston, for the southwest, reelected, 
and Armand Jessop, San Diego, for the 
Pacific, filling an office which had been 
vacant for a year, and A. W. Anderson, 
Neenah, Wis., treasurer, and Charles T. 
Evans, New York, secretary, both re- 
elected. 

NACJ—Ralph Roessler, Marion, Ind., 
president; J. L. Freund of St. Louis, C 
D. Kaufmann of Washington and Ed- 
ward Dockman of St. Paul, first, second 
and third vice-presidents respectively ; 
Samuel Gerson, Detroit, secretary, and 
Lewis Litt, Chicago, treasurer, all re- 
elected. B. G. Rudolph, Syracuse, suc- 
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THE CANDID EYE OF THE CAMERA, focused on the floor of the Grand Bali Room, saw this much activity at a time when there was only a 


light volume of traffic. As will be noted every person in sight is occupied in conversation, either giving or writing an order or in exchanging 
pleasantries. As a result of staggered meetings of the two associations, the exhibitors could readily accommodate 5,000 retailers. 


ceeding Samuel Katz, Baltimore, was 
elected to the board of directors, others 
of whom are: William Gibson, Chicago, 
chairman, Max Getz, Cincinnati; Wil- 
liam Kappel, Pittsburgh; Clarence Olsen, 
Chicago; A. N. Slavick, Los Angeles; 
Sam W. Becker, Houston; Jess McEntee, 
Oklahoma City, and Samuel Schwartz, 
Washington. J. Frank Newman, Chi- 
cago, continues as executive secretary. 


Dies Addresses First NACJ Session 


There is no need for hysteria, but 
America must be firmiy and alertly on 
guard against the efforts of Fifth Col- 
umnists and traitors to sabotage its 
precious liberties, Martin Dies, member 
of Congress from Texas, and chairman 
of the House Committee investigating 
the un-American activities, told the as- 
sembled jewelry industry in the opening 
session of the NACJ convention on 
Monday afternoon — frequently _ inter- 
rupted by bursts of enthusiastic and 
spontaneous applause, as he described 
the work of the Committee in combat- 
ting pernicious influences within the 
country. 

The meeting, though under the aus- 
pices of NACJ, drew a large attendance 
from among the members of the ANRJA 
and exhibitors, as well, and filled to ca- 
pacity the large Empire room, with a 
keenly attentive and appreciative audi- 
ence. 

“America is not in immediate danger 
of invasion by the armed forces of any 
foreign power,'' declared Congressman 
Dies, ‘but there is a very real and pres- 
ent danger of disloyal and alien elements 
already within the country, who are bend- 
ing every effort to delay and sabotage 
defense preparations, to make America 
more vulnerable to the ideas and forces 
of their foreign systems. 

"It is this inner treachery that makes 
possible the quick overwhelming of a 
country. The danger lies not in the num- 
ber. Comparatively few men in key posi- 
tions in industry, labor and various or- 
ganizations, if well organized and co- 
ordinated as they are, not only can do 
incalculable damage of themselves, but 
sweep along with them, a much larger 
number of perhaps well-meaning, but 
foolish or ignorant people who are de- 
ceived by the hiqh-sounding titles and 
slogans under which the subversive ele- 
ments operate." 

As a case in point, Dies cited the ex- 
perience of Russia at the time of the 
Bolshevik revolution in 1917, when, he 
stated, only 60,000 people were enrolled 
members of the Communist Party—but 
because they had seized the strategic 
positions of leadership, were able to im- 
pose their way upon the large mass. 
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Stalin, Hitler and Mussolini, he pointed 
out, all rose to power on only minority 
support, and therefore, the danger of 
Fifth Column activities is not to be mini- 
mized because of the relatively small 
number of people actively engaged in 
them. 

The antidote, Dies declared, is a 
united and alert citizenry—firm in the 
conviction of the rightness of the demo- 
cratic way of government and life, and 
vigorously stamping out as soon as they 
are discovered, all attempts at warring 
from within. This does not mean viola- 
tion of the Bill of Rights. Frank, open 
and honest political discussions and criti- 
cism must be continued, because that is 
the very thing which America wants to 
preserve. But neither should the Bill of 
Rights be allowed to serve as a shield 
for traitors. No organization of foreign 
origin, or owing its allegiance to foreign 
powers, should be permitted to abuse 
the hospitality or enjoy the privileges of 
loyal Americans, and it is the plain duty 
of every patriotic citizen, to combat by 
every means within his power, any such 
influences that may be at work. 

The American citizen has responsibili- 
ties as well as rights, and the safety and 
future of America, lies in the hands of 
its plain, everyday citizens. 


"New Deal Baits Business''"—Johnson 


ANRJA’s convention got under way 
Monday night, Aug. 26, with a crowd of 
750 packing the Empire Room, where 
all sessions of both associations were 
held. President Everts, welcoming his 
hearers to the industry’s greatest show, 
counseled jewelers to “depend upon 
your association to let you know at the 
proper time what action to take to meet 
emergencies,” adding that “the time you 
spend in worry about what may happen 
will be spent much better in busying 
yourself to take advantage of the bet- 
ter business that is here with us now 
today.” 

Neither jewelers nor jewelers’ asso- 
ciations can change conditions, said 
Everts, but your association can and 
will make every effort to aid you in 
meeting conditions successfully as they 
arise. He cited proposed legislation to 
“freeze” service men’s obligations, cov- 
ered by notes, as one problem facing 
the industry, and suggested that a co- 
maker or endorser be required in the 
time-payment sale of engagement rings 
and other merchandise to young men 
subject to military duty. 
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Gen. Hugh S. Johnson, former NRA 
administrator, told the same audience 
that business-baiting by the government 
is interfering with the national defense 
program and preventing economic re- 
covery; that the administration has ex- 
pressed doubts of the permanent value 
of our economic system, and that the 
government “is almost exclusively offi- 
cered by men who have neither any 
close sympathy with, or knowledge of, 
the way business works and by some 
who sincerely believe that it should be 
taken apart and put together again on 
some theoretical model vaguely resem- 
bling some of the monstrous results of 
European totalitarianism.” 

“Men who have doubts or no enthusi- 
asm for our system are surely not men 
of a proper mind to restore it to action 
when it stalls—as ours has been stalled 
ever since 1929,’ General “Ironpants” 
declared. “I am convinced that if the 
American business system can be un- 
shackled and led by men who _ under- 
stand it and believe in it, it can defera 
this country in 1940 against all the 
boasted efficiency of Hitler’s dictator- 
ship, as it did in 1918 against all the 
vaunted efficiency of the Kaiser’s au- 
tocracy.” 

Hilarious entertainment was afforded 
in a “Take It or Leave It” contest, 
identical with the Eversharp radio pro- 
gram, presented by Bob Hawks and 
David Ross. Mrs. William D. McNeil. 
Utica, N. Y., won the $36 jack-pot, and 
Phineas Peters, Brooklyn, and William 
G. Frasier, Jr., Durham, N. C., won 
$16 each for four correct answers, An 
entertainment, Dutch lunch and dance 
rounded out the evening. 


Low-cost Modernizing Discussed 


“Modernizing Your Store at Little 
Cost” was the theme of the breakfast 
round-table conference, Aug. 27, under 
the chairmanship of Henry W. von Un- 
ruh, Cincinnati. The speaker was C. S. 
Telchin, New York, store architect, who 
declared that keeping the store front 
and interior modern and attractive, is 
an absolute essential to successful mer- 
chandising. 

Modernizing the store is not an ex- 
pense, but a means of increasing profits, 
Mr. Telchin declared, citing as proof of 
that statement, figures that were pub- 
lished in Jewerers’ CrrcuLar-KEYsTONE 
about a year ago, showing that the 
profits on the increased business which 
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follow the modernizing of a_ store, are 
usually nearly enough to pay the entire 
cost within one year, after which the 
increase in volume and profits is pure 
gain. These figures are based upon the 
results of a survey conducted by this 
paper setting forth the detailed figures 
of operations of 25 stores for the year 
immediately preceding and following the 
reconstruction of their shop. 

The cost of modernization may be 
much or little, according to the charac- 
ter and need of the individual store, and 
sometimes it is only a matter of scrub- 
bing brush and fresh paint. Each store 
is an individual problem, and must be 
dealt with individually; the best plan 
being to engage the services of a compe- 
tent architect and work closely with him. 

A light intensity of 30 to 35 ft. can- 
dles on the showcase tops, the use of 
light colors in woodwork and _ paint 
within the store, the installation of ade- 
quate air conditioning and the use of 
incandescent lighting in combination 
with fluorescent were among the recom- 
mendations made by Mr. Telchin in re- 
sponse to questions from the floor, fol- 
lowing the close of his prepared ad- 
dress. 


Today's Merchandising Problems 


Merchandising under present world 
conditions was the subject of Tuesday 
morning’s ANRJA meeting, with a series 
of talks by Edward Krehbiel, general 
manager of Black, Starr & Frost-Gor- 
ham, New York, who presided; Sydney 
H. Ball, New York; G. H. Niemeyer, 


president of Handy & Harman and 
chairman of the Jewelers’ Vigilance 
Committee, New York; Wilson A. 


Streeter, president of Bailey, Banks & 
Biddle Co., Philadelphia, and Meyer D. 
Rothschild, New York, president of the 
Jewelers’ Protective Association. 

Krehbiel held that jewelers in their 
selling may have put too much stress on 
substance, weight, materials and work- 
manship—and too little emphasis on 
beauty, style and pride of possession 
of the genuine. 

With manufacture and sale of precious 
jewelry at its peak in 1919, such mer- 
chandise now makes up a relatively 
smaller part of jewelers’ sales; but sil- 
ver, which is less subject to style change, 
and watches and clocks, both of which 
are now highly styled, comprise a rela- 
tively larger part of the industry’s sales, 
said Krehbiel. He attributed the de- 
cline in sales of exclusive merchandise 
to the depression, higher taxes, lower 
incomes, competition of automobiles, 
sports, travel, radios and other new con- 
veniences and devices, the quantity out- 
put of lower priced jewelry produced by 
machine and distributed by department 
stores, mail order houses and other mass 
market outlets, and, finally, to the pro- 
duction of costume jewelry, specifically 
designed to be worn with short-lived, 
constantly changing styles of costumes. 


"Naturally, jewelers have been influ- 
enced by the tide of fashion merchandis- 
ing,'' Krehbiel declared. ‘'Many have 
stocked costume jewelry; others have tried 
to meet the situation by putting out lower 
priced jewelry of silver and semi-precious 
stones. Some believe that styling can be 
applied to precious stone jewelry, as it is 
to higher priced automobiles. The dilem- 
ma is that seasonal styling spells sea- 
sonal obsolescence, and that precious 
jewelry is too high priced to turn at a 
seasonal rate. And if given the high 
mark-up at which costume jewelry must 
be sold to cover the reductions of what 
oa sell, the turnover would be even 
ower... 
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Banquet Souvenir Has New Idea 





Souvenir presented to the ladies at the an- 
nual banquet was a sterling silver pin in the 
form of an American eagle, designed and 
manufactured by Walter Lampl. It embodies 
a new patented device, the "Tabby" fastener, 
by means of which the ornament can be at- 
tached to any slid fastener, in place of the 
ordinary plain metal tab. The item is a 
patented design of the manufacturer. 





“Jewelers are wont to rely on human 
nature, declaring that women love jewelry 
and men like to give it to them. True. 
But it is also the nature of women to 
follow the styles, and of men to buy only 
what they can afford. Style and lack of 
funds today combine to limit the erstwhile 
sales of precious jewelry. Still nearly 
everyone prefers something that though in 
fashion, is different, better and genuine, 
and most of those who can, gratify this 
preference. There human nature works for 
the specialist and against the mass pro- 
ducer, and it is there that the jeweler 
should apply his leverage; for there lies 
the hope of the purveyor of good things." 


Adequate Supply of Large Cut Diamonds 


The production of diamond rough is 
at a relative high rate though curtailed 
10 per cent from last year’s all-time rec- 
ord of 12,500,000 carats, said Sydney H. 
Bali, mining engineer, in an up-to-the- 
minute survey of the world’s diamond 
markets. Later in the year further cur- 
tailment may be advisable or forced by 


GEN. HUGH S. JOHNSON 


“American business can defend us .. -” 


world conditions, he said, “but I can 
assure you that the mines will produce 
as much rough as the world will buy.” 

American imports of diamonds for 
jewelry purposes, during the first half 
of 1940, soared 13 per cent in dollar 
value over the same period of 1939, 
although in carats imports were slightly 
down, the gain in rough not offsetting 
the loss in cut, Ball said. The fact that 
the per-carat price of import price of 
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rough fell slightly was seen to indicate 
that American cutters intend to polish 
sizes smaller than ever before, with 
stones as small as one-quarter carat now 
being turned out. 

American and South African cutters 
are able to supply us with large cut, 
of one-half carat weight and over, the 
speaker said, but our wages’ being four 
to five times those of the Low Countries, 
where 95 per cent of the smaller stones 
were cut prior to the German invasion, 
means that cutting stones of one-quar- 
ter carat or less at present prices is 
uneconomic, as in small cut the labor 
may exceed the value of the rough used. 


“Indeed,"' said Ball, ‘the profit to 
American cutters disappears somewhere 
between that of one-quarter and one-half 
carat stones. A number of Dutch and 
Belgian cutters escaped into Great Brit- 
ain, perhaps 1000, but it will take several 
more months to get wheels and other 
tools for their re-establishment." 

"Last fall,"' he went on, ‘certain bro- 
kers purchased much small cut and the 
stock on hand is believed to be adequate 
for the immediate future, though with 
certain smalls at more than double the 
pre-war price. Large sizes over one-half 
carat are perhaps !0 per cent higher than 
a year ago. 

“For the immediate future,’ Ball de- 
clared, "there is no reason to believe 
that such prices will be shaded. In con- 
sequence, jewelry will be more expensive, 
particularly such pieces as are mounted 
with numerous small stones. Cost alone 
may react against the growth of the beau- 
tiful pave items now so fashionable." 


With industrial diamonds now ac- 
counting for 15 per cent of the Diamond 
Syndicate’s sales, Ball predicted that in 
future decades it is not impossible that 
in a few of the diamond mining districts 
the mining of gem stones may be con- 
sidered a by-product of industrial stone 
mining. 

“In its history, now over 2000 years 


















SYDNEY H. BALL 


“Stocks of small diamonds adequate 
for immediate future .. .” 





G. H. NIEMEYER 
“Sell what they want, can and will buy.” 








All photos by John E. McGinn 


Taking orders for the “best Christmas since 1929" 


I—C. J. Schriever—Forstner Chain Co., Wm. 
Madow, Bronx. 

2—H. M. Paskow, S. LaSalle and Richard Rad 
—Wm. VY. Schmidt Co. 

3—Paul Monohon—Krementz & Co.; F. E. Wahl, 
Newark, N. J.; Harry George, Charlottes- 
ville, N. C.; T. G. Bowker—Krementz & Co. 

4—Maxwell Polansky, Asheville, N. C.; Milton 
Forman and A. Glickman—Forman Bros. 

5—Jack Keenan, Hamilton Watch Co.; J. F. 
Seyforth, Oklahoma City. 

6—Bob Culver, Irving Siegel, George Wert— 
Elgin National Watch Co. 

7—H. Koenigsberg, Charles Purdon, Robert Tay- 
lor—American Time Products Co. 

8—Reg White—J. J. White Mfg. Co.; Miss R. 
Rosen, Mrs. Rosen, Miss Wolff and Miss Barry. 

9—R. J. Buckley, Jack Ozaroff—Warren Tele- 
chron Co.; Sidney Kientz, Gary, Ind. 

10—O. C. Sheets—Prince-Gardner; Louis Mintz, 
Gainesville, Ga. 

!i—Herbert C. Wendler, Philadelphia; Evarts C. 
Stevens—International Silver Co. 


12—M. Korn, Miss Braude, Mrs. Stern, Thomas A. 
Acito—Tavannes Watch Co. 

13—Frank M. Favor, Bob Howe, Stuart Joslyn, 
Don H. Johnson, N. R. Hotchkiss—Frank W 
Smith Co.—C. J. Bates & Co. 

14—Arthur Kaplan—Louis Stern Co.; Miss Claire 
Freeman, Max Schaeffer and Ernest Heller. 

I5—Miss Bohy—Eterna Watch Co.; Leon Rubin, 
East Liverpool, O., and G. E. Engelsman— 
Eterna Watch Co. 

16—R. W. Gross, Astoria, L. I.; 
R. F. Simmons Co. 

17—H. €..Dill, Dallas; John D. Park—Under- 
wood Elliott Fisher Co. 

18—Ed. Friedman—Nat Zuckerman & Co.; W. R. 
Porter, New London, Conn.; Max B. Shapiro 
—Zuckerman. 

19—John Hogan, Jack Ratner—Longines-Witt- 
nauer Co. 

20—Robert Carp, L. A. Aisenstein, Sol Bronstein, 
Sam Cohen—Aisenstein-Woronock & Sons; 
Fred Simmons, Detroit, Tom Kinwald, Find- 
lay, O 


Percy Bali— 
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2|\—Bernard Smith—Gruen Watch Co.; Mr. and 
Mrs. Samuel Kaplan, Providence, R. |. 

22—Mr. Silverman, Mr. Bruner and Mrs. Ritter 
—Bruner-Ritter Co. 

23—Raymond Hoffman, Gadsden, Ala.; H. 8B. 
Keachman—Hart Publications. 

24—A. J. Jenkins, Jacksonville, Ala.; J. C. New- 
man, Untermeyer—Robbins & Co. 

25—Irving Goldberg—L. Heller & Sons—Mr. and 
Mrs. George Goldfarb, Oklahoma City; Bert 
Kalisher, New York; Charles Braverman. 

26—E. T. Baker—Stieff Co.; H. A. Ross. 

27—G. F. Heller, M. A. Davidson, Alf. Flastroy— 
Knapp-Monarch Co. 

28—Mr. A. Sauer—A. Sauer & Co. 

29—H. Strieff, M. J. Strieff, Mr. Dimain, Mr. 
Levy, Max Kestenman—Kestenman Bros. Co. 

30—Jerry Grant—Swank Products, Inc.; Leon 


Engel. 
3I—Joe Weissfeld, Milton Jackson—Shiman Bros. 


oO. 
32—W. Neibart, Orange, N. J.; Malvern A. 
Kantsteiner—Remington-Rand, Inc. 
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old, our industry has lived through many 
a troublesome time; it is a vigorous in- 
dustry and will weather this storm as 
it has many others,” Ball concluded. “At 
the present time it is particularly for- 
tunate in being guided by such an out- 
standing industrialist as Sir Ernest Op- 


penheimer.” 


"Main St. ls Opportunity St.” 


G. H. Niemeyer called the upturn in 
general business an inspiration to every- 
one in the jewelry business because it 
should stimulate buying in all classes 
of merchandise and the trade can look 
forward to one of the best Christmas 
seasons in years. 


"1 still feel, however, that the more 
permanent and greatest opportunity is 
going to come in our medium and lower 
priced merchandise field,‘ Niemeyer said. 
"Take silverware as an example: both 
sterling and plate have more than held 
their own all through this period of lean 
years. Sterling, has, particularly, shown 
that its potential market has only been 
scratched and when the industry can 
show an increase in 1940 of between 30 
and 35 per cent over the same perio’ in 
1939 (which was not. such a bad year) 
and with such a relatively few retailers 
doing a real selling job, | wonder what 
the business volume would look like if 
more of our retailers awoke to their op- 
portunity and would stop wailing about 
mark-up and really start selling turn-over. 

"The watch picture is equally eloquent 
in the results that have been accom- 
plished through aggressive marketing. We 
now have national diamond advertising 
and national publicity covering our en- 
tire field. It is well that we recognize 
the need of these efforts but, more than 
that, we must supplement them by local 
advertising and merchandising, not of the 
goods the public used to buy or what we 
think they ought to have, but what they 
want and can and will buy. Fifth Ave- 
nue, typifying a class of our business, has 
suffered and still has many of its prob- 
lems to solve, but Main St. is now the 
street of greatest opportunity for our in- 
dustry and that opportunity awaits the 
intelligent, aggressive efforts of those who 
have the vision and energy to take advan- 
tage of it." 


Import Situation Is Analyzed 


Wilson A. Streeter, in a survey of 
30 importers’ opinions, pointed out that 
imports will cost more due to the higher 
prices in Europe, higher transportation 
and insurance costs, and the risk of 
seizure, besides being slower in reaching 
America because none of the large boats 
are operating. 

Highlights from Streeter’s report fol- 
ow: 








PRESIDES, DESPITE ACCIDENT 


Proving that you can't keep a good man 
down. Despite a severe fracture of the upper 
arm, suffered in an automobile accident last 
month, which necessitated keeping it in a 
cast and a sling, Ralph Roessler, re-elected 
president of N. A. C. J., was on hand for the 
convention and presided over all sessions of 
his organization. With him here is Frank 
Newman, N. A. C. J. secretary. 
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English china and earthenware— 
Stocks on hand in New York larger than 
ever, and except for a complete defeat 
or destruction of plants there will be no 
shortage. England needs foreign ex- 
change. 

China from Continental Europe—Vir- 
tually no stocks here; importations at a 
standstill, except a small amount from 
France and Finland. Limoges potteries 
intact, and can resume when transpor- 
tation becomes available. 

Sterling silver, antique silver, silver 
plate—Stock on hand in America better 
than in recent years; antique silver here 
in fairly good volume, some concerns 
having transferred stocks here to protect 





First World War Experiences Recalled 


Describing experiences of the jewelry 
trade during the world war, Meyer D. 
Rothschild, president of the American 
Jewelers Protective Association, and 
war-time chairman of the Jewelers War 
Revenue Tax Committee, told how three 
weeks before we entered that war 30 
well-known jewelers, appointed at the 
suggestion of various jewelry trade as- 
sociations and trade interests, organized 
the Jewelers Vigilance Committee, in the 
interests of both trade and public. 

Among the Committee’s first successes 
were the defeat of an attempt to induce 
Congress to impose a tax of 250 per cent 





WARNS AMERICA OF INNER TREACHERY—Rep. Martin Dies told a capacity audience, 
in NACJ's opening session, that this country must be on guard against Fifth Columnists and 
traitors who would sabotage its liberties. 


them; Worshipful Company of Gold- 
smiths has representative here soliciting 
orders for modern silver, promising 
prompt delivery. 

Diamonds—Well known that melee 
cannot be cut in America; because of 
cost of cutting, likely to be shortage of 
sizes from .15 to .45 points; price of all 
good quality melee must remain at pres- 
ent level or higher for some years unless 
Government subsidizes the cutters; labor 
cannot be imported due to quotas, and, 
pending results of Germany’s aggressive 
drive, American cutters could hardly be 
expected to increase facilities which 
might be useless in event of an early 
settlement of the war. 

Colored precious stones—Imports vir- 
tually stopped since May, but a substan- 
tial stock on hand in New York; prices 
firm; the market may possibly be trans- 
ferred to India; imports now are reach- 
ing this country direct from India, and 
important Parisian jewelers are now 
en route to India. (Hindu gem mer- 
chants formerly sold their gems in 
Paris.) 

Commercial colored stones — Large 
stocks in America, though shortage of 
some items handicap the filling of special 
orders; progress made here in cutting 


synthetic stones; goods have been reach-. 


ing America up to this time at more 
than double pre-war price, due to trans- 
portation and insurance rates; as the 
Clippers cannot guarantee not to stop at 
Bermuda, the risk is too great to at- 
tempt to ship by this method. 

Watches from Switzerland—Sufficient 
goods will be available to meet the de- 
mand; convoyed trains moving from 
Switzerland to Lisbon, for shipment by 
air or steamer. 

Leather goods — Continental Europe’s 
leather tanning halted for Britain and 
America; a Commission from London 
now touring the states, seeking orders 
for Fall delivery. 
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on the sale of platinum jewelry, the 
scotching of an attempt by a chemical 
group to induce patriotic men and 
women to abstain from buying platinum 
jewelry, on the ground that all platinum 
was essential for making munitions. 

Appointment, in 1917, of a War Reve- 
nue Tax Committee of 13 jewelers, 
headed by Rothschild, resulted in the 
elimination of a floor tax of 5 per cent 
from the War Revenue Act of 1917, fol- 
lowing which the same committee sought 
and obtained needed definitions and de- 
cisions from the Revenue Department, 
as the representatives of 62 jewelers’ or- 
ganizations. Rothschild went on to sum- 
marize further work of the Vigilance 
Committee and its sub-committees in 
taxation, the contro] of diamonds and 
platinum and the importation of gems. 

Referring to 1940, the speaker went 
on: 

"While we are not at war. the national 
expenditures are now at a war tempo, 
and it is more than probable that a new 
tax bill in the not distant future will 
affect a number of the so-called luxury 
industries. Taking a lesson from the past, 
may | earnestly suggest that a united 
stand by all the different branches of the 
jewelry industry on some plan, which, 
while it will give the Government ade- 
quate revenue, will prove workable and 
fair, may have a good chance of success 


even though the Treasury may, for politi- 
cal or other reasons, oppose it. 


Freer Explains FTC Activities 


The FTC operates in two ways, ex- 
plained R. E. Freer, member of that 
body and its former chairman, address- 
ing NACJ, Tuesday afternoon, Aug. 27. 

One consists of enforcing laws cover- 
ing monopolistic and competitive prac- 
tices, i.e., unfair competition. The other 
is through the Trade Practice Confer- 
ence with various industries to formulate 
rules for the guidance of those industries. 

In the first instance, when people are 
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charged with violation of the law, one 
of two alternate methods may be fol- 
lowed. If the person or firm complained 
of, upon submission of the evidence to 
him, admits its impropriety and agrees 
to cease that form of activity, a friendly 
arrangement is worked out known as a 
stipulation, under which the offending 
party binds himself to desist from the 
practice in future. If no further viola- 
tions occur, no further action is taken. 

When a charge is contested, the alleged 
violator is given opportunity to present 
testimony and evidence before trial ex- 
aminers, who then rule on the facts as 
disclosed, and either dismiss the com- 
plaint or issue a cease and desist order. 
This, in turn, may be appealed by the 
business man to the courts. Then custo- 
mary court procedure follows. 

The Trade Practice Conference con- 
sists of members of an industry who sit 
down informally with the commission and 
discuss their preblems. Whereupon, a 
proposed set of rules governing commer- 
cial practices for the trade is drawn up, 
submitted to everyone in the industry 
for comment and discussion, following 
which further hearings and discussions 
are held, until finally a code of regula- 
tions is worked out, acceptable to both 
the industry and Commission. This code 
then becomes the governing practice for 
the trade. 

The Commission is not a policeman, 
Freer emphasized, but a friendly guide 
and counsellor, to help business men, who 
with few exceptions, want to be honest 
at all times and whose infractions of 
the law are far more often unintentional 
than deliberate. 


"Plus Merchandising’ Makes a Merchant 


Anyone who wants to be a jeweler and 
has a small amount of capital, can be- 
come one, said Harry P. Bridge, adver- 
tising counsel, Philadelphia, in address- 
ing the NACJ, Tuesday afternoon, Aug. 
27, on the subject of “Plus Merchandis- 
ing.” 

The thing that distinguishes one store 
from another, and makes one a success, 
while another is only mediocre or a 
failure is its plus merchandising, which 
simply means, doing a better job of sell- 
ing. 

If your store is to be a success, it 
must in some way, do something better 
than your competitors; it must give 
something more than the other fellow in 
its service, in its selection of merchan- 
dise, in the pleasantness of its shopping 
environment, in the friendliness and at- 
tention of its sales people, or in some 
other manner. 

The margin of superiority in any of 
these things may be only a small one— 
surveys have shown that the reasons 
people perfer one store to another, are 
generally in the small detaiis, but al- 
though small they are not inconse- 
quential, since they are the things upon 
which success or failure depends. 

It is not so much a matter of creating 
new ideas, but of taking the old, true 
and tried ones, and applying them just 
a little better, said Mr. Bridge. 


Poor Display Is the Most Costly 

“How expensive is poor display?” 
asked Frank W. Spaeth, Vice-President 
W. LL. Stensgaard and _ Associates, 
speaker at the ANRJA breakfast con- 
ference, Aug. 28, under the chairman- 
ship of Alvir: Magnon, Tampa, Fla. 

The cost of poor display is prohibitive, 











he replied, because display is nothing 
more or less than selling and no store 
can afford to do a poor selling job. 


"Displays must be good the year round, 
so that people will be actively interested 
in your wingows,'"' he said. ‘Three factors 
are essential to a good display. It must 
leave a strong impression—it must have 
a focal point of interest—and it should 
induce the customer to come into the 
store. 

"Good and intelligent display can be 
done only by careful planning and prep- 
aration. The importance of good display 
can hardly be over-emphasized, because 
eye appea! is the greatest selling force 
and good display enhances it. Eighty-five 
per cent of purchases are influenced by 
eye appeal, according to surveys. 

“Less than 3 per cent of the passersby 
are stopped by the average display, but 
a good window can easily double or 
treble this percentage. Take advantage 
of the helps offered by manufacturers, 
and time your displays so as to tie in 
with, and get the benefit of the national 
advertising that the manufacturers are 
doing." 


The Wholesale-Retailing Battle 


Wholesale-retailing practices, and the 
activities of the association toward wip- 
ing them out occupied ANRJA Wednes- 
day morning, Aug. 28, with well over 
100 jewelers present. 

Dr. David R. Craig, Washington, 
president of American Retail Federa- 








MERCHANDISING CHECK LIST 
FOR JEWELERS 


Suggested by Harry P. Bridge, advertis- 
ing counsel, in a talk before NACJ. 


Can you give an affirmative answer to 
all or most of these questions? They are 
the things that make for a successful store. 

® Are your packages attractively 
wrapped? 

® Are your employees friendly, cour- 
teous and attentive? 

@ Are your window displays inter- 
esting? 

® Do you give the same thought and 
attention to your night displays as you 
do to your daytime showings? 

®@ Is your store attractive in appear- 
ance? 

®@ Is your delivery service prompt and 
accurate? 

® Is your whole organization on its toes 
to get business? 

® Do you keep in frequent touch with 
your customers? 

® Do you look up new people when they 
come to town? 

® Are your displays varied and kept 
up-to-date? 

® Does your advertising have a central 
theme for characteristic appearance that 
makes it readily recognizable as coming 
from your store? 

® Do you get and show out-of-the-ordi- 
nary merchandise? 

® Do you make it a point to speak 
before local clubs and organizations in 
order to keep your name and store in 
people's minds? 

® Are you alert to get newspaper pub- 
licity whenever possible? 

® Do you keep a record of birthdays, 
anniversaries, etc., of your customers and 
send reminders to them? 

® Do you cultivate the young people 
who will be your customers five or ten 
years from now? 

® Do you ever play up and dramatize 
your watch repair department? 

® Do you tie in your local advertising 
and window displays with manufacturers’ 
national campaigns? 
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tion; Ira Hirschmann, vice-president, 
Bloomingdale Bros., New York, and W. 
J. Cheyney, New York, vice-president 
of National Retail Furniture Associa- 
tion, originally scheduled as_ speakers, 
were in Washington to attend a Na- 
tional Defense Program meeting under 
Miss Harriet Elliot, consumer repre- 
sentative on the Defense Program Board. 

However, Dr. Craig's address, “Open 
Competition in Retailing,” was read by 
Kenneth I. Van Cott, general manager, 
Marcus & Co., New York, chairman of 
ANRJA’s committee on wholesale 
retailing, who acted as chairman of the 
session. Following his introduction by 
President Myron Everts, Mr. Van Cott 
presaged the reading of Dr. Craig’s ad- 
dress by a brief resumé of action by 
ANRJA, which in 1931 succeeded in 
bringing a test case before the Federal 
Trade Commission involving diversion of 
trade in the jewelry field. Mr. Van Cott 
cited the granting of a cease and desist 
order in the case in 1935, which was 
contested but ultimately upheld by the 
U. S. Circuit Court of Appeals in 1938. 
In summation, Mr. Van Cott stressed 
that ANRJA’s action along these lines 
in the past seven and one-half years 
were merely preliminary, and that every- 
thing done had been done ethically, prac- 
tically and legally. 

Dr. Craig’s address cited the ANRJA 
as pioneers in the formulation of a “set 
of economic principles” which have 
“raised the whole trade relations pro- 
gram well above the level of a simple 
eat and dog fight.” The address called 
these efforts a battle against “retail dis- 
tribution by subterranean forces 
which, in the long run, are weakening 
the entire distributive system of the 
United States.” Such forces, allowed to 
continue, the address stated, will likely 
undermine “the whole foundation of open 
competition.” 

Entrance of the American Retail Fed- 
eration into the battle signaled by the 
Federation’s appointment of William J. 
Cheyney to manage its participation in 
the program, was cited. The address, at 
its conclusion, warned that the move- 
ment against unfair trade practices is 
“bound to fail unless manufacturers, 
wholesalers, retailers and the public. . 
believe that special-distribution is un- 
sound. The way to obtain this belief 

is research, education and public- 
ity.” 

Newbold Morris, acting mayor and 
president of New York City Council, 
presented a brief address of welcome to 
visiting jewelers on behalf of Mayor 
Fiorello H. LaGuardia. Mr. Morris told 
his audience that “no other community 
is as receptive to the trade and art of 
jewelry as is the City of New York.” In 
a future which may be clouded with “un- 
happy events .. . there is much to be 
optimistic about,” he added. “New York 
appreciates and understands the useful- 
ness and vitality of jewelry and the in- 
dustry in civilization. New York City 
will be a seat of culture, and jewelry a 
leading contributor to that culture.” 

The session was concluded with a re- 
view by Felix H. Levy, counsel for 
ANRJA, of the association’s _ fight 
against wholesale-retailing, from its in- 
ception in 1930 to the present. Mr. 
Levy, discussing trade terminology, said 
that in certain quarters of the jewelry 
field, the designation “list price” has 
been discontinued, and urged that its 
use should be forbidden universally to 
abolish deceptions under it. Before an- 
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Delighted with sales, these exhibitors didn't have to be asked to smile 


33—W. W. Schwab, Miss Mary Blake, John 
Klecka—J. R. Wood & Sons. 

34—Dana Huntington, G. T. Hynes, L. F. Mc- 
Kenna—Dennison Mfg. Co. 

35—Al Wainwright—Manchester Silver Co.; My=> 
ron Everts, Dallas; Cletas Rebok, Manches- 
ter, and customer. 

36—E. Ocumpaugh, Hod Wilcox, Peck Zeitung— 
International Silver Co.; Myron Everts. 

37—Robert H. Newell—Newell-Emmett; Leo Dowd 
—Holmes & Edwards; J. P. Cunningham— 
Newell-Emmett. 

38—Frank Moran, Harry A. Kretsch, Frederick E. 
Sturdy—J. F. Sturdy's Sons Co. 

39—S. M. Selinger, Sam Mautner—Wolfsheim & 
Sachs. 

40—Seymour Kyte—Simons-Michelson Co.; Harry 
Swarts, Chicago; Leon Simons, Harry S. 
Goodman, firm. 

4l—Maurie Gold, Marathon Co.; Harry Hoffman, 
Brooklyn; Max Koenig, New York. 

42—Miss Carmen Distel, W. Lichtenfels-Gemex 
Co.; George F. Clow, New York. 
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43—Harry Gamler, Buffalo; Miss Felicia Inger- 
soll—Imperial Pearl Syndicate. 

44—H. C. Perry, Miss Boord and Harley Noyes— 
Oneida Community, Ltd. 

45—A. L. Rowe, T. A. Potter—Elgin National 
Watch Co.; Miss A. Gelt, Miss Greenspahn. 

46—H. Oberman, |. Oberman, Sid Kane—Jacques 
Kreisler Mfg. Co. 

47—J. P. Rainbault, C. R. Thorson—General Elec- 
tric Co. 

48—N. T. Sherwood, G. B. Kelley, Miss Loretta 
Green—-Leys, Christie & Co. 

49—C. G. Wiriden—Ball Co.; Mrs. E. L. Royal, 
Chester, S. C.; E. F. Ross—Ball. 

50—Ben Jaffrey—Art Metal Works, Inc.; J. A. 
Rosen, Los Angeles. 

51—Miss Ann Rudy, Donald Steele—Jabel Ring 
Mfg. Co.; Jack Ratner, Columbus, O 

52—Mrs. and Mr. Charles Erkes; William Klip- 
per and Archie Sammartino—Sammartino 
Bros. 
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53—Herbert Cohen, Detroit; Morton Freedman 
—Charles Rothman Co. 

54—Ralph Bell—New Haven Clock Co.; Mendel 
P. Goldstein, Mobile, Ala. 

55—Wm. J. Richards, Alfred E. Dixon—Ostby & 
Barton Co. 

56—E. S. Lohr—Hamilton Watch Co.; R. E. Kirk- 
patrick, Butler, Pa. 

57—J. C. Schwartz, Biloxi, Miss.; R. W. Swift, 
Jr., H. A. Conners—Swift & Anderson. 
58—Dave Weinberg, Barney Lessner—Bristo! 
Seamless Ring Mfg. Co., and customers. 
59—Frederick A. Ballou, Jr.. and C. H. Martens 

—B. A. Ballou & Co. 
60—Max Gluck, Dick Youngblood—Zenith Radio 
Corp. 
bli—Leo M. Lynch, Rudolph Bruce—Waltham 
Watch Co.; M. Behr, Latrobe, Pa. 
62—Harry Lynch, Hal Rosenquist—Hadley Co.; 
James Stirling, Robert Quayle, New York 
63—Richard F. Crawford—Watson Co. 
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swering questions from the floor, Mr. 
Levy emphasized that “all that ANRJA 
has done and is doing (in battling whole- 
sale-retail practices), is completely in- 
dependent action. “There have been no 
agreements or arrangements with any 
other industry, organi:ation or individ- 
ual, and nothing has been done in con- 
cert or collusion with anyone else.” 

President Everts, closing. the-morning 
session, further emphasi’ed that «where 
ANRJA has acted against misrepre- 
sentations in the selling of jewelry, it 
has’ always followed the strictest letter 
of the law. 


Six Showmanship "How's" 


Showmanship doesn’t mean putting on 
a red suit and leading a circus parade or 
standing on your head in your show 
window, said Zenn Kaufman, merchan- 
dising counselor, in discussing “Show- 
man in Business” at the NACJ Wednes- 
day afternoon session. It is not blatant 
or flamboyant, but is simply a matter of 
putting human interest into the selling 
effort. 

Among its essential elements are: 

"I, Suspense or mystery, as typified by 
‘teaser’ ads, or contests that extend over 
a considerable period before the results 
are known. 

"2. Conflict, such gs ‘contests between 
salespeople or customers. 

"3. Beauty, which may and should be 
expressed in displays, store, and packag- 
ing as well as in the merchandise itself. 

"4, People and personalities. 

"5. Giving the customer and his desires 
the spotlight. Keep always in the spot- 
light in your selling and in your thinking 
what the merchandise will do for the 
custome2r, from his point of view. 

"6. Action. Every drama must have 
action, and selling is drama. Wherever 
possible get action into your window and 
store displays, and demonstrate your 
goods in actual use." 

“We are living in a new world,” said 
Ralph Roessler, NACJ president, in dis- 
cussing “The Future of the Jewelry 
Business” at the same meeting. “In its 
economics, its theories of government and 
society, and in its threat to the Ameri- 
can way of life, it is unlike anything 
that has gone before, and to attempt to 
predict with any exactness or in detail 
what the future holds for the jewelers 
of America with the uncertainties that 
surround us today is sheer folly.” 

All that is certain is that with the 
totalitarian countries striving for world 
markets after the close of the war, in 
order to rebuild their domestic economy, 
and with their tremendous advantage of 
low cost production and forced labor, 
competition for the world’s markets, 
matters will be difficult. for>American 
business, and we may have to do some 
revising of our ideas of what constitutes 
normal business conditions. 

Add to this the inevitably higher taxes 
necessitated by the present national debt 
and the cost of keeping ourselves pre- 
pared in a hostile word, and it becomes 
immediately apparent that long-term 
speculation in either opinion or business 
action becomes a highly risky matter. 

“It is my belief,’ Roessler concluded, 
“that the only sound course is to conduct 
our buying and all our other business 
operations, on a basis of attempting to 
forecast no more than the near future, 
and to buy not for speculative profits 
but only for present needs and in suf- 
ficient quantity to maintain an adequate 
inventory.” 


Diamond Campaign Results Shown 


An enjoyable two hours’ entertain- 
ment was provided to the jewelers and 








MOST POPULAR GIRL was Suzanne Shaw, 

with whom a majority of jewelers visiting the 

convention posed for tin-types, courtesy o 
International Silver Co. 





their guests Wednesday night in the Em- 
pire Room, where an amusing marionette 
show and moving pictures were pre- 
sented. 

Using three-dimensional photography 
in color, with polaroid, the Elgin Na- 
tional Watch Co. offered a realistic show- 
ing of many of their outstanding time- 
pieces. 

With the aid of a marionette show, 
N. W. Ayer & Son, advertising repre- 
sentatives of the DeBeers Consolidated 
Mines, Ltd., and Associated companies, 
outlined their activities in the fields of 
publicity, promotion and advertising to 
popularize the diamond. This part of 
the program was ably handled by 
Charles Hogan, associated with the Ayer 
concern, aided and abetted in the marion- 
ette show by the “Pierre” the talkative 
marionette, “Rosy” and “Hector” the 
lovers and the very necessary villain 
“Joe Verdigo.” It all ended on a sweet 
note when “Hector” put a ring, diamond 
of course, on “Rosy.” 

A film showing how diamonds are cut 
was shown in color through the courtesy 
of Baumgold Bros., New York, with the 
evening’s entertainment ending with a 
picture taken at the factory of the Inter- 
national Silver Co., at Meriden, Conn. 
This picture took the visitors through 
virtually every phase in the production 
of a spoon. 


Credit Experts Tell How 


One of the most interesting and infor- 
mative sessions of the entire convention 
was the question and answer clinic on 
credit selling methods at the round table 
breakfast conference of Thursday morn- 
ing. Four successful credit jewelers 
acted as a board of “Information Please” 
experts and for more than an hour an- 
swered questions from the floor on every 
phase of credit store operation. 

The meeting was presided over by 
Tinley Combs, Omaha, and the board of 
experts consisted of C. M. Bradbury, 
Archie Linder, and Miss Etta Boord, all 
operators of credit stores in the New 
York area, and C. M. Barr, Valdosta, 
Ga., who is said to be the youngest credit 
store proprietor in the country. 

Questions ranged from amount of cap- 
ital required for successful credit store 
operation through terms of payment, 
credit limits that can be safely extended, 
rates of markup and turnover, and col- 
lection and selling technique and all were 
promptly and intelligently answered. 

At the close of the session, several in 
attendance were heard to remark that 
they had gained a better understanding 
of the credit jewelry business than they 
had ever had before, and a greater re- 
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spect than ever for the ability and enter- 
prise needed for the profitable operation 
of a credit jewelry business. 


Many Consumer "Findings," Fallacious 


The “Problem of Distribution,” pro- 
vided an interesting topic for discussion 
at the Thursday morning convention ses- 
sion of ANRJA, conducted by William 
G. Thurber, of Tilden-Thurber Corp., 
Providence, R. I. 

An interpretation of the consumer 
movement was presented by Howard M, 
Cool, director of the Division of Con- 
sumer Interest, of the National Better 
Business Bureau. 

Robert M. Shipley, Los Angeles, presi- 
dent of the Gemological Institute of 
America, presented an address on 
“Standardization of Trade Terminology 
and Its Benefit to the Trade.” 

“Manufacturers have sometimes com- 
plained of competition from British sil- 
verware, and almost without exception 
they attributed the popularity to the 
prestige of the English hallmark. Why 
not adopt hallmarks of our own by 
amending the National Stamping Act 
and drafting into service the American 
Eagle to compete with the English 
Lion?” asked Frank A. Waring, of the 
Economic Division, U. S. Tariff Com- 
mission. 

NACJ elected officers and adopted 
resolutions Thursday afternoon, Aug. 29, 
and ANRJA elected its new officials and 
acted on resolutions Friday morning, 
Aug. 30. 


957 Help Buy Publicity 


William D. McNeil, secretary, Jewelry 
Industry Publicity Board, spoke on pub- 
licity for the jeweler at ANRJA’s Fri- 
day morning breakfast conference, Rob- 
ert J. Slagle, Houston, presiding. At the 
semi-annual meeting of the Board’s ex- 
ecutive committee, Thursday noon, Mr. 
McNeil reported subscriptions in effect 
from 957 contributors for a total of $36,- 
358, compared to subscriptions from 784 
a year ago totaling $31,443. Present con- 
tributors number 587 retailers, 236 man- 
ufacturers, 134 wholesalers, De Beers 
Consolidated Mines and the Canadian 
Jewelers Association, as against, a year 
ago, 422 retailers, 205 manufacturers, 
156 wholesalers, De Beers and the Ca- 
nadian association. 

The exhibits closed at noon Friday, 
and within a few hours the Grand Ball 
Room was transformed into a banquet 
hall, where a capacity aggregation of 
jewelers and their ladies enjoyed a din- 
ner, million-dollar style show and dance. 
Attractive prizes were awarded by a 
number of firms. 


$1,000,000 Style Show 


The magnificent style show, presented 
by the Jewelry Industry Publicity 
Board, with June Hamilton Rhodes as 
commentator, brought home to all who 
saw it the vital importance of jewelry 
and watches, in the correct costuming of 
both men and women. 

Entertainment for women visitors in- 
cluded a theater party at Radio City and 
inspection of LaGuardia Field, where 
luncheon was served. On one evening, 
several hundred jewelers and guests at- 
tended Hayden Planetarium through the 
courtesy of Longines-Wittnauer Watch 
Co. Many convention visitors had the 
opportunity of inspecting the Vargas 
diamond, 720.6 carats, in the offices of its 
owner, Harry Winston. 
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in LIFE, Collier’s, SATURDAY EVENING POST, and 5 other Leading Magazines 
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Keepsake Diamond Rings, 
214 S. Warren St., Syracuse, N. Y. 


Please send helpful book, ‘‘Etiquette of the Engagement 
and Wedding.”’ I enclose 10c to cover mailing expense. 
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cA few dealerships are still avatlable 
A. H. POND CO., INC., 214 S. Warren St., Syracuse, N.Y. 




















SF. THE PATTERN women demanded...”Give 


us a floral pattern”... .“delicate in design, but 
with character”. ..“not plain, not ornamental, 
either—a happy medium.” Here it is. . . the love- 
liest pattern even Community has ever created. 
A tested pattern—tested against the fastest sell- 
ing patterns in the silverplate industry, tested 
upon thousands of women—"Milady” was the 
overwhelming favorite. 

And as further tribute to “Milady’s” beauty, 
Molyneux, one of the world’s great dress de- 
signers, turned to its pattern as inspiration for the 
trimming of one of his newest gowns. (See pages 
14 and 15 for what we did about that!) 

See “Milady.” Examine its exquisite carving, 
notice the pattern carried over to the back, the 
raised center panel, the repeat design at the 
base of the handle. “Milady*” is proof again 
that Community Plate* well deserves its reputa- 
tion for LEADERSHIP IN DESIGN AUTHORITY. 


SEE PAGES 14 and 15 


FOR MORE EXCITING SPECIAL INTRODUCTORY 
COMMUNITY NEWS SERVER 


in the new “Milady” pattern, 
mee ; reg. $1.25, special 25¢ 


COPYRIGHT 1940, ONEIDA LTD. 


Limited quantities. See your 


Oneida representative for details. 











